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Rough Proofs 


Even the Winton Motor Carriage 
Company may not have expected its 
advice to be taken so literally and 
so universally when it advertised in 
the Scientific American back in 1898, 
“Dispense with a horse.” 

7 7 FF 


Richard H. Grant says that adver- 
tising supplies the poetry of business. 
The trouble is that it always has to 
pe scanned by the treasurers, some 
of whom can’t appreciate poetry. 

vey 


The Chicago Tribune has decided 
to spell it “advertisment.” The aver- 
age publisher is worrying about 
everything except how to spell it. 

i 


Henry Ewald has been handling 
the Hyatt Roller Bearing account for 
about twenty-five years. That adver- 
tising campaign must be another Ol’ 
Man River. 

vgy¥$sey? 


The best radio gag of 1934: Mod- 
ern girls are like some of the new 
cars—beautiful lines, but nothing 
under the hood. 

. 2 v 


Every time one of the bright young 
men in Washington issues a state- 
ment slapping some grand old Ameri- 
can business, the g. o. A. b. imme 
diately answers in advertising space. 
Oh, well, it’s an ill wind, etc. 

a ae 

The United States dollar may be 
worth only 59 cents in gold, but it is 
still worth 100 cents in advertising. 

a 


The idea of the Consumers’ Guide 
seems to be that if you spend a dol- 
lar’s worth of time studying com- 
modity data, you may be able to save 
as much as thirty cents in your pur- 
chasing. 

er 


Ovaltine promises to make you 


» ‘feel like a totally different person 


tomorrow.” Some people are so con- 
ceited they wouldn’t want to take a 
chance. 

+, FT 


Union Central Life talks about get- 
ung full protection “in spite of this 
depression.” You mean that depres- 
s$1on. 

. a a 


Nash is now writing its advertise- 
ments without adjectives, like the 
cockney who stood speechless before 


p his adversary. “He’s used up all the 
FE: g00d woids,” he explained. 

* , ¥F F 

© According to Pebeco, after Marjorie 
| used the right dentifrice for thirty 
» ‘ays in Hollywood, “film disap- 
peared.” From the box-office records, 


Itmay have been one of Mae West’s. 
vvy 


There is no voice so honeyed as 
that of a publisher telling his favor- 
te advertising agent what he thinks 
of the agent’s favorite advertising 
Campaign, 

- > 


The Post Office Department is going 
” Improve the flavor of postage 
Stamps hy making the gum out of 


Swe, : . 
— potatoes. Here is paternalism 
ow s : ° 
‘Wering in its most acceptable form. 
vg¥sessy’ 
Copy in Finland, we iearn, must 


Most 
copywriters have plenty 


e Written in two languages. 
American 


f trouble 


with one. 

7, 23 
we froundhog saw his shadow. 
ong means that makers of winter 
S have six weeks more in which 


‘0 advert ise them. 


Copy Cup. 


SCORES ATTEMPT 
AT CENSORSHIP 
OF ADVERTISING 


U. $. Chamber Tells Stand 
on Food and Drug Laws 


Washington, D. C., Jan. 31.—"‘Gov- 
ernment imposition of censorship in 
any form upon advertising is an at- 
tempt at inexcusable intrusion into 
private business affairs and should 
be opposed,” the United States Cham- 
ber of Commerce declared last week: 
end in filing with the senate com- 
merce committee a “set of principles” 
which it believes should be consid- 
ered in any enactment of new food 
and drug legislation. 

While frankly admitting that the 
same truthfulness in the advertising 
of foods, drugs and cosmetics should 
be required as in the labeling of 
these products, the chamber’s prin- 
ciples, formulated by its board of 
domestic distribution, pointed out 
that the value of proper advertising 
as an economical and efficient means 
of distribution should be maintained, 
and all attempts to restrict it as a 
means of reaching and developing 
other markets should be resisted. 

The set of principles also declares 
that dis@¢retionary powers.te impose 
conditions upon manufacture and dis- 
tribution should be granted to ad- 
ministrative agencies “only where 
and to the extent clearly necessary 
for the effective enforcement of 
proper federal laws,” and likewise 
declares that legislative and adminis 
trative provisions of any proposed 
law, as well as penalties for their 
violation, should bear a definite rela- 
tionship to the protection needed by 
the public. 

Government Standards Scored 

Ystablishment of compulsory gov- 
ernment standards is also scored. 
“Industry itself should continue its 
progress in arriving at standards of 
quality for articles to which such 
standards can properly be applied,” 
the report says. 

As for truth in advertising, the 
chamber’s report says: 

“It would seem obvious that adver: 
tising of products, the labeling of 
which is covered by federal food and 
drug acts, should contain only truth- 
ful statements about these articles. 
It is equally obvious that the require- 
ment of truthful advertising of such 
articles, without impairment of 
modern advertising in its truthful 
and beneficial forms, cannot be ex- 
tended to include all of the tech- 
nical requirements that may be ap- 
propriate for labels. With the re- 
quirement of truthfulness’. there 
should always be recognition of the 
essential difference between a label 
and an advertisement as carried in 
a modern medium of advertising.” 

Government censorship of adver- 
tising is vigorously scored in the re- 
port, which points out that self- 
censorship has already been carried 
to great lengths by the industry. 

“A special form of attack on adver- 
tising has appeared in proposals for 
government censorship of advertis- 
ing,” the report says. “The laws 
respecting truthfulness in advertis- 
ing are already adequate or can be 
made adequate through the proper 
governmental function to enforce 
such laws, but it is in no sense a 
proper government function to exer- 


(Continued on Page 18) 


SEES BIG YEAR 


Henry T. Ewald 


GREAT YEAR FOR 
ADVERTISING OF 
AUTOS FORESEEN 


Henry Ewald Outiines Adver- 
tising Philosophy 


Chicago, Feb. 1.—This will be one 
of the greatest automotive advertis- 
ing years in the history of the busi- 
ness. 

In support of this statement ApvEr- 
TIsInG Ace has no less an authority 
than Henry T. Ewald, president of 
the Campbell-Ewald Company, under 
whose direction during the past quar- 
ter century more than $100,000,000 
has been spent in the advertising of 
automobiles and other automotive 
products. 

The Detroit agency head, gener- 
ally conceded to be the leading au- 


(Continued on Page 19) 


Squawking Parrots 


And Wise Oul Tell 
New Essolene Story 


New York, Feb. 1.—Squawking par- 
rots and a silent owl dominate the 
cryptic and highly competitive copy 
in a new series of advertisements 
just launched in 600 newspapers by 
the Colonial Beacon Oil Company on 
its Essolene gasoline. The theme 
subtly suggests that hollow mim- 
icry has dominated gasoline copy and 
confused the buyer with a babble of 
boasting tongues. 

First copy in the new series ap- 
peared this week. The slap at other 
oil advertisers was plainly evident. 
Top of the 840-line advertisement 
contained three screaming, blood- 
thirsty parrots, clutching globes of 
gasoline pumps, ballooning “meas- 
ured to the weather,” “quickest 
starting’ and “starts up motor in a 
block of ice.” 

Below them, close to a cut show- 
ing the identifying signbeard of Col- 
onial Esso stations, sat a_broad- 
breasted owl, glancing upward at the 
source of the gasoline slogan noise 
with one eye and winking wisely 
with the other. 


Breaks Into Verse 


Beside him is 

verse: 

“A wise old owl sat on an oak; 

The more he saw, the less he spoke; 

The less he spoke, the more he 
heard; 

Just take a tip from this wise old 
bird.” 

“Try a tankful of Essolene and 
make your own quickstarting test 
without any tricks,” the body of the 
brief selling copy says. “You will 
see for yourself why at regular gaso- 
line price Essolene guarantees 
smoother performance in cold 
weather or any other weather.” 

“Our main objective in the series, 
of course, is to sell gasoline,’”’ said J. 
A. Donan, of advertising department 
of Standard Oil Company of New 
Jersey, under whose direction the 


the well-known 


Last Minute News Flashes 


Maxwell Ulman Joins “American Weekly” 
New York, Feb. 2.—Maxwell L. Ulman, for the past nine years vice- 
president of Peck Advertising Agency, has joined the New York sales staff 
of American Weekly. He was formerly with the publication in Chicago. 


Life Savers, Old Gold to Return to Dailies 


New York, Feb. 2.—Life Savers, 
advertising in nearly three years through Topping and Lloyd, Inc. 


Inc., will place its first newspaper 
A large 


list will carry 240-line conversational copy starting the week of Feb. 12. 
The first newspaper advertising on Old Golds since last March will 


appear in the “cigarette list’ Feb. 6. 
advertisements. 


Orders released are for ten 750-line 


“Largest Campaign” Set for B. T. Babbitt 


New York, Feb. 2.—B. T. Babbitt, Inc., will start the largest campaign 
in its history in March through Peck Advertising Agency. Over 200 lead- 
ing newspapers and the NBC red network will be used for BabO and a 
new product, Wet-Me-Wet for cleaning glass and metal. 

An additional campaign in farm publications will feature Babbitt lye. 


Pulitzer Resigns as Newspaper Code Head 
New York, Feb. 2——Ralph Pulitzer, former publisher of the New York 
World, last night resigned as NRA division administrator in charge of 
the newspaper and graphic arts codes, a post to which he was named two 


weeks ago. 


He gave as his reason the opposition to his appointment by the Amer- 
ican Newspaper Guild and the embarrassment it would cause the St. Louis 
Post-Dispatch, of which he is trustee and director. 


series is being prepared. The agency 
is McCann-Erickson, Inc. 

“In adopting the owl and parrot 
theme, we wanted, in the first place, 
to identify the copy as distinctive 
and unusual. There has been so 
much similarity in gasoline advertis- 


The more he saw, the less 
he spoke; 


The less he spoke, the 
more he heard; 


Just take a tip from this 
wise old bird:— 


Try a tankful of Essolene 
and make your own quick- 
hie eae wae pane 
tricks. You will see for 
yourself why... 


Essolene 


Smoother Performance 
Sabeun weather or any other weather 


Seid of oll Colwatal Eise Sratme=> and Dewlers Pe 
COLONIAL BEACON OIL COMPANY, INC, 


ing that almost any company could 
affix its name to advertisements of 
another and the public would be 
none the wiser.” 

Appearance of the aggressive copy 
is in keeping with the high pitched 
advertising last June when the tetra- 
ethyl lead processing of gasoline was 
made available to the entire refining 
industry. It also stands as a retort 
to the 1,500-line advertisement run 
in 3800 eastern newspapers by the 
Tide Water Oil Sales Corporation as 
a New Year’s resolution, in which 
the June armored knight theme was 
revived with the headline, “Again 

. in 1934 Tydol Challenges.” 


Recalls Challenge Copy 


Colonial Beacon was one of the 
principal participants in the armored 
knight combat last June, when it 
consistently discussed its “leader- 
ship” while Tide Water and Rich- 
field, in a much more confined sales 
area, concentrated chiefly around 
New York, put on the armorial dis- 
play. 

As to the duration of the parrot 
and owl series, Colonial Beacon ex- 
ecutives declare their intention to 
continue with the theme as long as 
it can be treated in a fresh, interest- 
ing and successful way. It may also 
be used in outdoor advertising. 


Year-Round Advertising Seen 


Ordinarily, Colonial Beacon does 
not run a campaign at this season, 
but on the theory that no person 
knows a great deal about reader 
habits, or whether customers for 
gasoline may be obtained at this 
time of the year, it was decided to 
run this series now, instead of wait- 
ing until the “motoring” period. 

In this action, a trend toward year- 
round advertising of gasoline be- 
comes evident. 
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ADVERTISING AGE 


February 3, 1934 


McINTIRE URGES 
GOVERNMENT TO 
‘SHOW ITS HAND" 


| 


done to business, he suggested it is | 


cause the majority of our citizens 


high time certain figures in the ad-| feel they want drastic changes made 


Prearreggaeoes emerge from behind the 

smoke screen of advertising criti- 
samo and lay their cards on the table. 
| In this oa he pointed out 
some flaw in administration-pro- | 


in purchasing. 


“It is not uncommon to hear critics | forded by 


” 


in the old order of things. 

Continuing his effort to do justice 
to both sides in the advertising dis- 
pute, Mr. McIntire hinted that some 
manufacturers might deserve a lit- 


| posed sc tod to instruct consumers ‘tle censure also for failing to take’ 


full advantage of the opportunity af- 
the NRA to join hands 


‘of the administration refer to the| with labor and the consumer for an 


pvesssont as some sort 


Asks Rational SORRENTO | Settee svt tater the cutee of ms 


to Solve Problems 


New York, Feb. 1.—-The extremists | 
in both camps at war over advertis- 
ing regulation were targets of Allyn 
B. McIntire, vice-president, Pepperell 
Manufacturing Company, _ Boston, 
and president of the National Associ- 
ation of Advertisers, in an address 
yesterday before the Advertising 
Club of New York. 


For the benefit of the minority of 
advertisers who, regardless of the 
evolutionary trends, were foresworn 
to a selfish, anarchistic course, Mr. 
McIntire pointed out that the con- 
sumer is the supreme court for gov- 
ernment policies, as well as for mer- 
chandise and advertising. 

Calling attention to the harm being 


new deal, is going to impose a new 


| are mildly termed ‘socialistic, said 


| Mr. McIntire. 


Public Is Still Boss 


“These critics forget that no man, 
however great or powerful, can long 


of czar or | 


|set of rules and regulations which | 


|can govern itself. 


impose his will on a people who are | 


not in sympathy with him. The 
President will be the first to sense 
any changes in public sentiment, 
and, as head of this government of 
the people, will change his course 
accordingly. 

“I believe the President is gifted 
to a remarkable degree in knowing 
instinctively what the people want, 
and he is courageously trying to 
carry out a program based, not on 
his own revolutionary ideas, but the 
will of the majority of the people. If 
these policies seem radical, it is be- 


industrial house-cleaning and the es- 
tablishment of voluntary self-regula- 
tion. He pointed out significantly 
that he saw no reason to doubi the} 
sincerity of the administration’s dec- 
larations that it believed business | 

The desirability of a united front 
of government and business calls for 
a showdown, Mr. MclIntire believes. 

“We have in high places certain 
officials who, to judge by their writ- 
ings, are distinctly inimical to adver- 
tising,” said Mr. McIntire. 

“IT should like to see open policies 
openly arrived at. Let us have more 
frankness from Washington as to 
what is the motive behind these 
moves to force certain provisions in 
codes. If the administration is | 
against advertising, then let us know | 
it. After all, we should be entitled | 
to that. 

“A fitting accompaniment to these 
attacks on advertising is the official 


TWO-YEAR survey to determine 


preferences for various 


by writing to 


JOHN L. CLARK 


a5 


+*¢he Nation’, Se 
ae 
CINCINNATI 


it be used for advertising purposes. 


trade- marked 
commodities has just been completed. 


Owners and major executives may secure 


charts covering their particular industry 


This material is not intended for general mailing nor can 


|I understand, 


movement to set up buying wed 
ards for consumers. It is supported, 
by ‘rationalists,’ who 
want statistics to govern human 
actions, to be the immediate and per- | 
manent guide to human wants, likes | 
and dislikes. 


Standards Not All-important 


“In their fervor for facts, propon- 
ents of a government-operated buy- 
ing service for consumers are not 
aware that few people are equipped 
to be subservient to purely m‘erial 
factors. Consumers want to make 


|up their own minds, or think they do, 


and anyone who tries to take this 
privilege away from them is heading 
for trouble. 

“People don’t buy, or act, or think 
in terms of figures, but in terms of 
what they like. They are interested 
in a great deal more than the ma- 
terial use which they may get out of 
an article.” 

Mr. McIntire saw good reasons 
why the government, as well as busi- 
ness, should be alarmed about the 
efforts of the administration’s re- 
formers to reduce retail trade to pur- 
chasing by edict. 

“It is entirely probable,” he said, 
“that, as a result of measures de- 
signed to make consumers _pur- 
chase upon specifications alone, they 
will adopt a thoroughly defensive at- 
titude toward all purchasing. 

“Their metaphysical joy in buying 
will receive a tremendous set-back. 
They will become so extremely sus- 
picious of the possibilities of being 
defrauded that they will adopt the 
attitude of not being interested in 
making purchases unless absolutely 
essential. 

“If the mental processes of the 
public are to be impeded, if people 
are to be led to think that they can 
purchase only when they are sup- 
posed to know all the facts about the 
goods on sale, when in but a few in- 
stances can they know these facts, 
then the flow of goods out of retail 
stores will be greatly impeded and 
the effects of any of the measures 
now being considered will be de- 
feated by their own weapons.” 

Inasmuch as the Association of 
National Advertisers has for years 
admitted that there were wastes in 
advertising and labored to eliminate 
them, Mr. McIntire said he was not 
much impressed by the discovery of 
professional consumers that the ad- 
vertising dollar was not 100 per cent 
effective. What is needed, he said, 
is rational cooperation in ending 
non-economic advertising practices 
and not superficial criticism, and he 
pledged the cooperation of the as- 
sociation he represents in the ad- 
vancement of all constructive aims. 


Cartoonist “Ding” 
Wins Outdoor Award 


The eleventh annual Outdoor Life 
award for distinguished achievements 
in wild life conservation last week 
was presented to J. N. Darling, more 
widely known as Ding, cartoonist for 
the Des Moines Register and Tribune 
and the New York Herald Tribune 
Syndicate. 

The presentation of the award, a 
gold medal, was made at a dinner in 
New York Jan. 22 by Harry McGuire, 
editor of Outdoor Life. <A _ distin- 
guished group of conservationists and 
representatives of the press attended. 


Frank N. Doubleday, 
Publisher, Is Dead 


Frank Nelson Doubleday, 72, chair- 
man of the board of Doubleday, Dor- 
an Company, and one of the most 
prominent figures in American pub: 
lishing circles, died at his winter 
home in Miami, Fla., Jan. 30. Mr. 
Doubleday had been in ill health for 
several years, but the end came sud- 
denly. 

Among the Doubleday enterprises 
were such magazines as World's 
Work, Country Life. Garden Maga- 
zine and Short Stories. 


Gould Battery Appoints 


Gould Storage Battery Corporation 
of De Pew, New York, has appointed 
Batten, Barton, Durstine & Osborn, 
Ine. 


| Picks Calkins & Holden 


Maritime Buf- 


CHICAGO AUTO 
SHOW LINEAGE 
AHEAD OF °33 


Show Attendance and Sales 
Also Increase 


Chicago, Feb. 2.—With the 34) 
Chicago National Automobile Showy 
entering its final days, optimism oye; 
the outlook for the industry in 1934 
already running high as a result of 
successful shows in New York an¢ 
elsewhere, has been further increaseq 
by figures issued by the exposition 
management showing increases jy 
both sales and attendance. 

The show opened with a 59 per 
cent increase in attendance on the 
first day over 1933, continuing with 
a 20 per cent gain on Sunday, but 
tobogganed on Monday and Tuesday 
on account of zero weather, net log; 
over the previous .year being regis 
tered on these days. In spite of this 
attendance figures at the close of the 
sixth day showed an increase ove 
last year of more than 24 per cent 

Similarly, sales figures for the six. 
day period showed an increase of 
more than 44 per cent over 1933 
with a total of 2,112 retail sales. The 
grand total of sales in 1933 was 2,827 
a figure which it is expected will be 
topped easily this year. The aver 
age sale ran $680 against $650 fo 
last year. 


Lineage Increases 


General automotive lineage in loca! 
dailies was up more than 11 per cent 
over the same period last year, based 
on figures covering Saturday through 
Thursday for morning papers, and 
Saturday through 
evening papers. 

Total lineage for new passenger 
cars only for the first four days 
showed an increase of about 18 pei 
cent over the same period last year 
“vening papers gained over 32 pel 
cent compared with last year, whil 
the morning papers showed an ad 
vance of about four per cent. Thest 
comparisions are based on figures 
supplied by Media Records, Inc., an¢ 
do not include the Journal of Con 
merce. 

Total automotive lineage, 
ing gasoline, oil, parts, ete., for the 
first six days, Saturday throug! 
Thursday, as given by Media Re 
ords, was: 


includ 


1934 

4, . | Seer ee ee ee eee 64,408 58,94! 
Herald &€ Examiner.... 49,002 36,705 
Se eee eee 48,935 44,86! 
Cre a 46,769 41,74: 

| Se rervne eer aera 11,957 7,594 | 
‘| rere ey Mme 
Total lineage of new passenge! 


cars only for the first six days, Sat 
urday through Thursday, follows: 


1934 1933 

UME So. ins tie k ola ale od 55,379 49,81 
Herald & Examiner.... 41,248 33,76! 
MIME, 6 S40 a Picvess sees 44,301 38,534 
MOVOTO ce ctin sys ue es 40,680 33,7 8 
NI er a. 5:4ne Wises ORES 11,957 7,594 
MSs otk wee hea ete 193,565 163,4° 


Newspaper campaigns were spre! 
out more this year during the sho¥ 
and community, suburban: and fo 
eign language papers had a bette! 
representation of local dealers 1! 
their columns than for some time, ! 
spite of the fact that many deale™ 
had no cars to show. 


“Four Pick Brinckerhoft 


Advertising of Krider Nurserlé 
Middlebury, Ind.; Regal Gladioll® 
Farms, Windfall, Ind.; Brownilé 
Hosiery Mills, Chattanooga, Tent 
and West Coast Wine Company, ©"! 
cago, has been placed with Brincke" 
hoff, Inec., Chicago. 


General Cigar Appoints 


The General Cigar Company. \* 
York, has appointed J. Walt? 
Thompson Company to place av! 
tising for White Owl. 


Has Chicago Office 


Milling Company, 


| falo, N. Y., Hunt Club dog foods, has | 
| appointed Calkins & Holden, 
York. 


Inc., | 
New 


Mit 


The Milwaukee Envelope 
Company has opened a new office “ 
| 400 W. Madison St., Chicago. 
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| ts REAL selling power 


behind a REAL radio/” 


“** Says PHIL 


“And we give THE AMERICAN WEEKLY full credit 
for its part in selling radios in the higher price brackets!” 


Last October, the makers of PHILCO radios faced a real job. 
With the market full of cut-price radios, with the public drifting into 
the habit of buying the cheapest and least efficient types of sets, PHILCO 
launched a new model. A model built to give exceptional performance 
—but priced considerably higher than most retailers thought was 
“right” for the Fall of 1933. 


REAL selling power to tell the story of a REAL radio was evidently the 
one possible solution. So PHILCO, world’s largest manufacturer of radio, 
turned to The American Weekly — world’s largest magazine. In six 
smashing full pages in full color, PHILCO said “Give your home a REAL 
radio!” to five million homes where The American Weekly is an ever 
welcome visitor. 


The result? Well, here’s a statement authorized by the makers of PHILCO: 


“When we embarked on this campaign, we were frankly skeptical of the 


ability of The American Weekly to sell radios priced at well over one 
hundred dollars. 


“Now we are no longer skeptical. We have seen The American Weekly 
put REAL selling power behind a REAL radio, and give The American 
Weekly full credit for having played a most important part in the nation- 
wide success of PHILCO’S 1933 Christmas campaign—which was designed 
to sell radios in the higher price brackets—and which did!” 


At an average cost of % cent per home, 
you can tell your sales story, in full page, full 
color space to the more than 5,000,000 homes 
which make up The American Weekly's list of 
loyal, interested, prosperous readers! 


Distributed through the 17 great Hearst Sunday 
Newspapers, The American Weekly’s circulation 
is concentrated to the extent of more than 90% 
in the 25 states which constitute the “above- 
the-average” market. 


THEAMERICAN 


The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Paumouve Buipc., Cuicaco . . . 5 WintHRoP SQuart, BOSTON . 
11-250 Genenat Motors Bipc., Derrnoir . . . 


- + 753 Bonnis Baas, Los ANGeuss . . . 222 MONADNOCK BuDG., SAN PRANCISCO 
1138 HANNA BupG., CusveLaAND « . . 101 Maausrta Sr., ATLANTA . . . 1270 Ancaps Bupc., St. Loum 
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Government Grades Versus Adver- 
tised Brands 


The report published in the Janu- 
ary 27 issue of ADVERTISING AGE Con- 
cerning the proposed development of 
the “Consumers’ Guide,” 


experience of hundreds of thousands | 


“THAT'LL TEACH HIM TO NOT SALUTE US!" 


Inspired by Pierce-Arrow Advertising. See below. 


Pierce-Arrow Copy 


Inspires Cartoon 
| To the Editor: I have been a reader 


and in some cases millions of users | 


who have learned that they can save 


which is be: | time, save money and insure satis- | 


ing published by the consumers’ ad-| faction by asking for these products 
' by name. 


visory board of the agricultural ad- 
justment administration, seems to be 
entirely in line with other efforts 
which are being made in Washington 
to reduce the importance of advertis- 


ing in the every-day life of American | 


consumers. 

While the circulation of 100,000 
copies of the Consumers’ Guide con- 
taining the sort of information about 
commodities which has appeared 
heretofore is not particularly impor- 
tant from the standpoint of possible 
effect on advertised goods, it seems 
to be based on the idea that consum- 
ers are being compelled to pay 
higher prices than necessary for 
many products, and that detailed in- 
formation covering all merchandise 
lines is therefore a need of consum- 
ers interested in intelligent 
purchasing. 

This is also the thesis on which 
the provisions in the new Copeland 
bill covering the establishment of 
grades for all qualities of foods and 
drugs are based. The notion ap- 
pears to have been accepted by some 
of the new dealers 
sumer should be given 
about how and what to buy by the 
United States government, instead 
of being forced to rely on what she 
is told by the manufacturer or mer- 
chant. 

Advertising has performed its most 
useful service in the establishment 
of known standards of quality, rep- 
resented by trade-marked, advertised 
merchandise. The great names of 
industry are great because of the 
acceptance which they have won as 


more 


guarantees to consumers of good 
quality and good value. Back of 


every well-known trade name is the 


that the con- | 
information 


| chandise. 


The idea that this added value 
costs the consumer money is based 
on the faulty assumption that the 
cost of advertising is necessarily 
added to the retail price of the mer- 
That this is a fallacy is 
demonstrated by the fact that adver- 
tised goods are in competition with 
others, and must deliver full value in 
order to hold the market. In many 
cases, because of larger volume in- 
duced by advertising, the retail price 
is actually lower than it would be 
if they were not advertised. 
The distribution of technical data 
about commodities is certain to be of 
limited service in the general con- 
sumer field, because few buyers of 
retail products have either the time 
or the expert knowledge to use this 
information to advantage. That is 
why the established brand name, 
which indicates specific quality and 
value, performs a _ real economic 
service and makes the publication of 
technical specification sheets a use- 
less and cumbersome device. 
“U. S. Standard” for many classes 
commodities might give non-ad- 
vertised goods greater acceptance in 
the eyes of the consumer than they 


of 


have now, but we predict that adver- | 


tisers whose products have become 
famous for quality will find that con- 
sumers will continue to accept them 
their standard. 

Advertising 
on consistent delivery of uniform 
quality and value, and consumers, 
reminded of these facts through ad- 
vertising, will continue to demand 
the products which have made good 
for them under the test of 


as 


successes are based 


actual 
use, 


A Notable Advertising Career 


An interview with Henry T. Ewald | represented a contribution which we 
published in this issue of Apverrisina | believe is fully appreciated by ad- 


fact that 
Detroiter is 


AGE reveals the 
tinguished 


dis- 
completing 


this 


thirty vears in the advertising busi- 
ness. As advertising manager and | 
advertising agent he has plaved a 


most significant role in the develop- 


ment of good merchandising prac- 
the automotive field) and 
elsewhere, and has been one of the 


important 


tice in 


most factors in making 
Detroit an advertising center of the 
first rank. 

While Mr. has so 
closely associated with the tremen- 
dous development of the automotive 
industry as to be thought of in con- 
nection with it primarily, his efforts 
all advertising 


Ewald been 


in activities have 


agencies and 
the nation. Now at the 
his active career, he can 
congratulated upon having 
reached a mile-stone which repre- 
sents sound achievement and endur- 
ing reputation based upon useful 
to his city, to advertising 
and to business generally. 

Detroit, which made such a 
deep impression advertising 
through the progressive use of the 
modern promotion methods for 
which Mr. Ewald stands, would be 
justified in making a red-letter event 
of this thirtieth anniversary of the 
head of the Campbell-Ewald 
pany. 


vertlisers, publishers 
throughout 
height 


be 


of 


service 


has 
on 


Com- | 


|of your interesting paper for about 
itwo years. I do not know whether 
ior not you accept unsolicited car- 
toons, but the new copy for the 1934 
Pierce-Arrow advertisements gave me 
this idea which I submit for the fun 
of the thing. The caption for this is: 

“THAT’LL TEACH HIM TO NOT 
SALUTE US.” 

Print it or not, just as you like, 
and here’s wishing your paper lots 
more of the success that it’s been 
having. 


Rowerr F. GARDNER, 
Indianapolis, Ind. 
vvwy 


Mayonnaise Institute 


to Continue Functioning 


To the Editor: Under the head- 
ing of your article in your Dec. 30 
issue, “Find New Uses For Mayon- 
naise,” you publish that the depart- 
ment ends its work and that the 
home economics and educational de- 
partments of the Mayonnaise Insti- 
tute, Inc., will cease to function Jan. 
1, and the remaining organization 
will then become exclusively a code 
authority. 

This is an error. 
Institute will continue to serve the 
industry as it originally planned. 
There are many problems which the 
institute is confronted with which 
have to be straightened out. The 
|code proposition which you mention 
iis but one part of its business. 

W. F. TUT te, 
Executive Vice-President, Mayon- 
naise Institute, inc., New York. 
vvweegy 


Does Vitalis Help to 
Make Speedy Dressers? 


To the Editor: Here is my con- 
tribution to the “Voice of the Adver- 
tiser.” 

The attached advertisement for 
Vitalis hairdressing, appeared in this 
week's Saturday Evening Post. 

Here is the reason I call it to your 
attention. You will note that the 
title of the advertisement reads 
“Here is the famous 60-second Work- 
out!” Then, the advertiser goes on 
to say, “First we have a good healthy 
50-second massage and secondly, take 
10 seconds to brush the hair.” It is 
most certainly a famous 60-second 


The Mayonnaise 


Voice of the Advertiser 


workout and should go down in his- 
tory as such, because the young man 
in the picture massages his hair for 
50 seconds and in the remaining 10 
seconds buttons his shirt collar, ties 
a very handsome knot in his cravat, 
puts his collar pin on and combs 
and brushes his hair. If this isn’t 
“patent-leather” slickness, I’m a 
Chinaman. 

May I also state that your publi 
cation is very well thought of in our 
office and it has assisted us in many 
ways. 

R. K. DILLon, 
Advertising Director, Showers 
Brothers Company, Bloom- 
ington, Ind. 
vvwey 


“Success” No Success 


to This Subscriber 


To the Editor: A reference by J. 
H. Welch in your issue of Jan. 13 to 
Dr. O. S. Marden as founder of Suc- 
cess Magazine found an interested 
reader in myself. 

It took me back about 25 years ago 
when as a callow youth working his 
way through college and not having 
any road map, adopted an inflation 
policy which far exceeded President 
Roosevelt’s policy. He would make a 
penny as big as a dollar. 

Being a young man and ambitious, 
and still believing that some day he 
would be President of the United 
States (perhaps instead of Franklin 
D. Roosevelt), he read Marden’s Suc- 
cess Magazine eagerly. Along came 
a proposition by Dr. Marden that for 
$5 a life subscription would be 
granted. I still have the certificate 
(and I have framed it), which states 
that I am to receive Success Maga- 
zine for each issue for the remainder 
of my natural life. 

It may be that the remainder of 
my life has been unnatural; at any 
rate, about three months after I 
sent in this $5, which was a vast sum 
to me, taken out of my earned pen- 
nies, Success Magazine’ evidently 
thought that its title was only a kid- 
ding misnomer. The magazine sus- 
pended and my natural life contin- 
ued. 

The basis of practically every edi- 
torial was “You can do what you 
want to do.” Evidently Dr. Marden 
didn’t want to continue his magazine. 
Shakespeare asked the question, 
“What’s in a name?” I could para- 
phrase this by saying, “Success by 


b / | 
& SO-SECOND MASSAGE. Rub Vitalis briskly into 


vour tight, dry scalp! Feel that tingle? Your scalp 
sakes up~—your hair has a chance! 


Here is the famous 60-Second Workout! 


10 SECONDS TO BRUSH. Comb your huir. Bra-h i 
it is rich-looking, lustrous, handsomely-groomed. No 
“gumminess.” No “patent-leather” stirkness! 
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Information 
forAdvertisers 


_ The following documents may be 
secured without charge by any 
'national advertiser or advertising 
|agency from the companies sponsor. 
|ing them, or through ADVERTISING 
AGE. 

|No. 552. Ponton’s 1934 Mailing List 

Directory. 

Catalog of mailing lists of the prin- 
cipal trades and professions in the 
|United States. This issue for the 
‘first time carries beer, wine and 
|liquor lists. Published by W. §, 
Ponton, Inc. 


No. 553. 
Facts. 
A new circulation and market 

analysis issued by Farm and Ranch 

containing revised information about 
the southwestern agricultural mar. 
ket. In addition to circulation infor. 
mation, the volume gives the number 


} 
| 
| 


Southwest Farm Market 


much statistical information on the 
market. 


No. 554. The University of Cali- 
fornia Market. 

A survey of the purchasing power 
and buying habits of students at the 
university. Published by Advertising 
Service Bureau of Associated Student 
Publications of the University of 
California. 
ment, foodstuffs, reading habits, ete. 


No. 555. Distribution of Families in 
Communities Over and Under 100. 
000 Population. 

Prepared by Household Magazine, 
this graph shows an interesting pic. 
ture of the division of families by 
states in the rural and urban mar. 
ket. 


No. 556. Where They Spend Their 
Advertising Dollars and What 
They Get for Them. 

A brochure presenting a study of 
comparative advertising trends 
among magazines, newspapers, and 
radio, based on a five-year average, 
1928-1932, of each medium. Prepared 
by Columbia Broadcasting System. 


No. 557. National Geographic Facts 
for Advertisers. 

A monthly bulletin for advertisers 
containing information about Na- 
tional Geographic and the market it 
serves. 


any other name would smell as sweet 
as any thorn bush.” I have searched 
through the literature of many coun 
tries but have never found a bette! 


scription to Success Magazine. 


WILL Jupy, 
Judy Publishing Company, 
Chicago. 
veg 


Seeks Record for 


Large Advertisement 


To the Editor: The Chrysler Cor 
poration of Canada carried 48 pages 
of advertising in the January issué 
of Canadian Automotive Trade. We 
believe that this constitutes a record 
for Canadian publications. We are 
not certain about United States pa 
pers, but if a larger advertisemel! 
has ever appeared in any of them 
we should be glad to know of it. 

We are aware that larger (cooper 
tive) advertisements have been ru! 
where a manufacturer and jobber 0 
a jobber and his principals havé 
united in a joint advertising effort. 

For instance, the Canadian Fai! 
banks-Morse Company some _ yea! 
ago published a 64-page advertis¢ 
ment in Canadian Machinery & Mant 
facturing News, but it was a combr 
nation effort, and not a single-handeé 
job, which the Chrysler 48-page 2! 
vertisement certainly is. 

B. G. NEWTON, 
Maclean Publishing Compa?! 
Toronto, Ont. 

|Editor’s Note: The March, 19% 
issue of Motorship earried a 100-pat 
insert for Winton Engine Corpor 
tion, a division of General Moto! 
which we believe was not a coope! 
tive effort.] 
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s Thousands Cheer! 


L A 


v". 


name, whether it’s World’s Series or high-school baseball—you 
can bank on one constant. That scene is the result of some boy’s 
dream. 


W iaam cheers ring out and hats fly, when the crowd roars a hero’s 


Every boy longs to be a hero—plans for it—works for it—wants to 
know how the other fellow got there—because he has thesame path to plot. 


There’s sales magic in that fact—and money for you. Have you a 
cereal that builds muscle? A soup that supplies pep? Boys want your 
product. Tell them about it and you'll have the greatest sales force in 
the world behind you. Give boys your story and they’ll swing your 
sales curve skyward. They’ll act by the thousands—and they’ll put 
your product into homes where it will stay—for years. 


THE KEY TO A MILLION HOMES 


Boys are deciding factors in home buying. What they want goes. 
What they turn down is out. Get their enthusiasm behind your bread 
or bacon—your chewing gum or chocolate—and they’ll buy it them- 
selves—‘‘sell’’ it into their homes for you. And just ask any parent how 
it will stick! 


A wealth of sales awaits your advertising in the boy field. More 
than a million boys read boys’ magazines. They influence the family 
buying of everything from food to flashlights—crackers or cars—tools 
or toothpaste. They are an inside track to all family buying. Sell 
them and you’ve sold the huge, profitable market their families rep- 
resent. 


The Open Road for Boys is one of several good 
magazines reaching this important boy market. 
For quick action, for steady sales, for profitable 
advertising, cover the boy field. 


L. S. GLEASON, Advertising Manager 
122 East 42nd Street, New York City 
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Mc Coy Ties Up 
Newspaper Copy 
And House Organ 


New York, Feb. 1—Whether house 
organ, newspapers and radio can be 
coordinated in such a way as to 
complete a sales circle is being tested 
in a number of spots by McCoy Lab- 
oratories, manufacturers of cod liver 
oil tablets. 

The newspaper test copy has ap- 
peared in a number of New Jersey 
papers, in New England and on the | 
Pacific coast. It ties up with a prize | 
contest, inviting readers to obtain 
from their druggists a free copy of 
“The Family News,” the house or- 
gan, which contains a large cartoon | 
depicting articles beginning with the 
letter M. 

Advertisements vary from small 
teasers to 155 and 264 lines. They 
contain small reproductions of the 
contest picture and of the house or- 
gan, direct attention to the house 
publication for contest details, and 
then discuss the use of cod liver oil 
tablets throughout the winter to pre- 
vent colds and other illness. 

Circulation of “The Family News” 
is 14,000,000, according to an execu- 


EVER in the history of Amer- 
ican journalism has the de- 


tive of the company. It was started 
some years ago with the plan of two 
issues a year, the most important, 
the October issue, timed to build 
winter sales. It is now a once-a-year 
publication, delivered to the public 


at drug stores and by carriers in| 


some cities. 

The contest idea has 
ployed in the organ for the past two 
years, 
advertised in newspapers. 


Farley to Manage 
S-H-F New York Office 


The New York office of Stewart, 
Hanford & Frohman, Inc., Rochester, 
N. Y., will be under the management 
of Brooke Farley. Mr. Farley since 
1925 has been in charge of the 
agency's special service office in New 
York, handling the Associated Dealer 
advertising of Stromberg-Carlson ra- | 
dios. 

The staff will be headed by O. G. 
Carpenter, with the firm for 11 years | 
as an account executive. 


Cole with Manufacturer 


Gordon E. Cole, for the past sev- 
eral years an account executive at 
Pedlar & Ryan, Inc., New York, has 
been appointed sales director of the 
Colonial Knitting Mills, Ine., Phila- 
delphia, men’s and women’s hosiery. 


| 
| 


been em-| 


but heretofore has not been | 


u 


A. L. Struble, who has been with 
the Reo Motor Car Company for 3 
years, has been made sales manager 
of the truck division of the com- 


He will make his headquarters at} pany, succeeding Carl Parker, e- 
the New York offices. signed. 
* 


with 


Washington 
correspondents, ete. 


bureaus, state 


newspa- 


TO DOMINATE “SKYLINE OF SIGNS" 


mand for NEWS been so great as 
it has during the last ten months. 
Never have people so avidly con- 
sumed the NEWS of the day— 
every day. Business men, farmers, 
school teachers, doctors, lawyers, 
in every walk of life have strained 
the facilities of the Press. Their 
insatiable appetite for this daily 
ration of brain food quickly re- 
jected those newspapers which 
failed to appease their appetites, 
and quickly turned to those news- 
papers which provided complete 
and accurate news coverage with 
dependable delivery of the latest 
news. 

Newspapers with complete wire 
and picture services of all kinds, 


pers like The Des Moines Register 
and Tribune alone were in position 
to appease this public appetite. 


And the manner in which The 
Des Moines Register and Tribune 
fulfilled this mission in the “New 
Deal” is now attested to by a new 
all-time circulation peak of 250,000 
daily net paid. A quarter of a mil- 
lion readers, whose recognition of 
editorial superiority in The Des 
Moines Register and Tribune can't 
be wrong. And neither will alert 
manufacturers and their agencies 
who concentrate their advertising 
messages to these 250,000 discrimi- 
nating readers through The Des 
Moines Register and Tribune. 


Des Mornes 


REGISTER and | RIBUNE 


Mouse” 
Edits National 
Dairy Magazine 


New York, Feb. 1—A free monthly 
publication for children, “The 
Mickey Mouse Magazine,” about 
500,000 copies of which are now be- 
ing distributed through routemen 
by companies operated by the Na- 
tional Dairy Products Corporation, is 
accomplishing a great deal toward 
increasing the consumption of milk 
by children over five years of age, 
according to E. J. Finneran, director 
of sales and advertising. 

“It has always been our idea that 
once a child reaches the age of five 
he becomes less of a milk drinker,” 
said Mr. Finneran. “He sees his par- 
ents, and big brothers and _ sisters 
drinking other beverages, and insists 
upon having them too. We recently 
checked this belief thoroughly by 
means of a survey and found it true. 

“Deciding to do something about 
it, we employed Mickey Mouse and 
his associates as crusaders to spread 
the doctrine, ‘Drink more milk.’ He 
is doing this through the ‘Mickey 
Mouse Magazine,’ a monthly publica- 
tion, established three months ago, 
that takes the place of coaxings and 
scoldings by parents. 


No Advertising 


“The magazine itself is all Mickey. 


It contains stories, poems, pictures, 
| puzzles, 


games and_ recipes —all 
pointing to the moral, ‘Drink more 
milk.’ Mickey is editor, feature 
writer and hero, and his picture ap- 
pears on almost every page. No ad- 
vertising is carried by the magazine, 
except for a single page devoted to 
the dairy that distributes it.” 

According to the some 50 dairies 
now using the promotion piece, its 
appearance every month is an event- 
ful occasion for the children and the 
milkman. Groups of boys and girls 
whose parents do not patronize the 
National Dairy plant gather at defi- 
nite points to catch the wagons while 
there is sure to be a supply of the 
magazines. 

The alert salesman takes the op- 


portunity to go after new business. | 
He asks the children where they live | 


and makes it a point to solicit the 
parents, introducing himself as the 
representative of the 
publishes the magazine the children 
of the house delight to read. 

N. W. Ayer & Son, Ine., is the 
agency in charge. 


Names McCann-Erickson 


Croft Brewing Company, Boston, 
and its subsidiary, Bismark Brewing 
Company, of the same city, have ap- 
pointed McCann-Erickson, Inc., New 
York, for Croft ale and Bismark beer. 
Plans are being developed for news. 
paper and outdoor advertising. 


Mills with Comic Group 


LeRoy G. Mills, formerly in charge | 


of the eastern office of Bertolet & 
Lemon, Inec., publishers’ representa- 


| 
|play, now being constructed by Fed 
eral 


dairy which | 


288 FEET HIGh 


“World's Largest Sign’ 


Being Built in Chicago 


Chicago, Feb. 1.—Chevrolet Motor 


| Company, long one of the most prom 
‘nent figures on Chicago’s “skyline of 
|signs,” will shortly leap into undis. 
| puted first place in the local galaxy 
|with a giant spectacular which wil] 


be by far the largest in the city, and 
perhaps in the world, it was learned 
this week as details of the huge dis 
Electric Company, were dis 
closed. 

| The new spectacular, replacing the 
|Chevrolet trade mark and moving 
|message sign which has been a promi 
|nent feature on the Michigan Ave 
skyline for several years, is being 
erected on Michigan Central air 
rights just east of the junction of 
Michigan Ave. and Randolph St., one 


dint? 


Vicari 


. 


2 ae 


j sche death’ 


of the most prominent locations in 
the city. It is scheduled for com- 
pletion between April 1 and 15. 
The sign, which will command an 
unimpeded view of Michigan Ave, 
Grant Park and the Outer Drive, will 
rear its topmost point 288 feet above 
the ground, vieing in height with 
many of the skyscrapers which will 
form its background. The display 


feet high, with its bottom approxi 
mately 140 feet above ground level. 

The display will be composed of the 
familiar Chevrolet trade mark with 
outline in 14-foot letters; a 50-foot 
Telechron synchronous electric clock; 
a 13-foot motograph; and a circular} 
revolving and color changing back- 
ground of lamps. 


Huge Construction Job ' 


Some idea of the magnitude of the 
display may be gleaned from the fact 
that the steel structure bridges six 
railroad freight tracks and two drive 
ways and contains 330 tons of fabri- 
cated steel. It will require 17,24 
lamp sockets, 1,100 feet of Neon tub 
ing, and 21 miles of wire and cable 
for its operation. 

Because of the great height of the 

spectacular, a permanent elevator 
with a rise of 192 feet is being in 
stalled to haul men and materials t 
the display. 
_ It will require a penthouse 15 by | 
| 20 feet behind the display to house | 
| the electrical control apparatus, col | 
sisting of the electric meters, flashers 
motograph control, time-switch, re 
mote control, and other operating 
mechanism. 

The clock itself, measuring 50 feet 
across, will have hands weighing aP 
proximately 1,000 pounds each, with 
the minute hand measuring 27 feel 
in length. The Gargantuan hand: 
will be counter-balanced and drivel 
from the center by means of a heavy) 
shaft protruding through the face of 
the sign. 

The connected load for the gian! 
spectacular will be 445 K. W. 


Williams Elected 


G. M. Williams, president of th 
Marmon Motor Car Company until 
its recent reorganization, has _ bee! 
|made president of Russell Mfg. Com 
pany, Middletown, Conn., maker © 
brake linings, clutch facings, elast 
‘fabric and other textile products. M! 
‘Williams succeeds T. M._ Russell. 
_ who becomes chairman of the board 


itself will be 158 feet long and 143 i 
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Ellis Joins Brunswick 

Girard Ellis, formerly with Judsor 
Radio Program Corporation a 
/more recently with Free & Sleininge™ 
has been named manager of Bru!» 
| wick Recording Laboratories. Chi 
| cago. 


Carl Klug Dies 
| Carl T. Klug. sales manager of ~ 
| Willard Storage Battery Compal: 


tives, is now associated with the Cleveland, died at his home the! 


Comic Section Advertising Corpora- 
tion, New York. 


Jan. 27. Mr. Klug had been W! 


the company 14 years. 
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» the rotogravure field 
} trend of the three previous years. In 
‘a 


| Roto Rates Reduced 


ee VT, 1S Sa aR De 


ADVERTISING AGE 


February 3, 1934 


POTOGRAVURE 
'33 LINEAGE 
SHOWS GAINS 


Rate Differential Reduced, 
Survey Indicates 


Chicago, Feb. 
eravure lineage registered an _ in-| 
crease in 1933 compared with 1932, 
figures released today by the Kim- 
perly-Clark Corporation show. The 
increase was particularly substantial | 
in the national field, amounting to 
15.9 per cent. 

The total newspaper rotogravure 
volume for last year was 6,272,660 
lines, compared with 6,117,543 lines 
in 1932, an increase of 155,117 lines, 
or 2.5 per cent. The national lineage 
was 3,632,702, compared with 3,134,- 
126 lines for 1932, while local 
dropped from 2,983,417 lines in 1932 
to 2,639,958 lines last year, a de- 
crease Of 343,459 lines. In spite of 
this, however, the substantial in- 
crease of 498,576 lines in the national 
field gave rotogravure lineage a net 
gain for the year. 

The trend is shown very clearly by 
the comparison made by the Kim- 
berly-Clark Corporation for the first 
six months of 1933 as compared with 
the last six. In the first half of the 
year the total was 800,981, a loss of 
23.5 per cent, but in the second half 
the increase was 956,098 lines, or 35.1 
per cent. National advertisers con- 
tributed the impressive gain of 788,- 
902 lines, an increase of 56.4 per 
cent, while local gained 12.7 per cent, 
registering an increase of 167,196 


j 


The 1933 in 


reversed the 


increases shown for 


1930 the loss was 17.3 per cent com- 
pared with 1929; in 1931 the relative 
decline was 30.1 per cent, and in 1932 
it grew to 48.8 per cent. The come- 
back in 1933 is therefore all the more 
striking. 

The Kimberly-Clark Corporation 
credits the sharp rise in the roto- 
gravure lineage curve during the last 
six months of 1933 to the use which 
was made of the George Gallup sur- 


vey of Sunday newspaper reading | 
habits. The survey was started by | 


the Kimberly-Clark Corporation in| 
132 and the findings were summar- | 
ized and distributed to advertisers | 
and agencies in 1933. 
However, in June of last year it | 
was decided to disregard the statisti- 
cal presentation of the Gallup fig. | | 
ures, and instead to present the origi- 
ally marked and tabbed newspaper | 
pages used in the study, thus giving 
udvertisers a chance to see the raw 
material on which the findings had 
heen based. This method of present- 
ing the data, the company reported, 
Went over with remarkable success, 
imasmuch as it enabled buyers to 
hote the relative popularity of every | 
feature contained in the Sunday | 


hewspaper, from the death notices | 


and comies to the pictures in the roto 
SECT ic ons. | 

Among the national advertisers | 
represented in rotogravure in 1933 
Were Royal typewriters, Pabst-ett, 
Jo hnson's Glo-Coat, Studebaker, 
Fisher Body, Palmolive soap, Ivory | 
map Houbigant, Pabst Blue Ribbon | 
veer, Lady Esther, Dodge, Pontiac, 
Vick’s Vapo Rub, Graham Paige, 
on DeSoto, Fleischmann’s | 
east 


| New York, Feb. 1—According to 
os analysis of rotogravure rates in 
“eWspapers, just released by Gravure 
Corporation, there has been 
“8 a leveling off of these rates 
dh _— with black and white 
reune pagent in the three leading 
il ’ newspapers offering roto- 

service. The average for 


Service 


a de i 


the or io ae 

. © OUDS is 3314 per cent over black 

and White. 
The line 


< _ | 
rate for the New York 


| State- New England group, made up 
of eight papers with 1,042,828 circu 
lation, is $2.57 for black and wie, 
and $3.30 for rotogravure, a premium 
of 28.4 per cent. The Mid-West 
pong with ten papers, and a Sun- 
ay circulation of 1,578,329, has a 
pe of $3.38, compared with $4.80 
for roto, a step-up of 42 per cent, 
/while the Metropolitan Group, with 


=~ 


|/ten papers and 4,492,163 circulation | 


has a Sunday rate of $7.31 for run 
lof paper, 
'an increase of 30 per cent. 


rotogravure available in this group. 


For all 60 newspapers offering roto-| R, E, Pe, Passes On 
1.—Newspaper roto- gravure sections, the Gravure Service | 


Corporation reports, there is avail- 
able 11,256,436 circulation at $22.18 


c¢ 


and $9.50 for rotogravure, | 
There is) 
in addition a quantity discount for | 


a line for black and white and $33, 11| 
for rotogravure, an increase of 49.28) 
per cent. 

The change in the rate picture in 
the rotogravure field is indicated by 
the fact that two years ago, accord- 
ing to Gravure Service figures, the 
rate for gravure space ranged from 
36 to 150 per cent over black and 
white. 


Agency Moves 
Needham & Grohmann, Inc., New 
York agency, has moved to 500 Fifth 
Ave. 


Rupert E. McClung, 53, 
the Trinidad, Colo., 
died at his home in Trinidad Jan. 20. 


owner of 


HEREVER you go in Canada you will find 
In any town you visit you will 

find that its list of subscribers represents the 
substantial, intelligent families of the community. 


Maclean’s. 


Half a million Canadians read Maclean’s twice each 
month—a circulation now far ahead of any imported 
But Maclean’s has more than large cir- 
culation; it has also, to a unique degree, the good 
opinion and high regard of its readers. 
magazine approaches Maclean’s in the influence 
which it exerts upon the Canadian public. 


magazine. 


It is this indisputable leadership which makes 
Maclean’s Magazine the most effective and econom- 
ical single medium available to national advertisers. 


Chronicle-News, 


11 Fiv ive » Getchell Men 


Receive Promotions 


William A. Blees and Edgar W. 
Garbisch have been appointed vice- 
presidents of J. Stirling Getchell, Inc., 
New York. 

Carleton Healy has been promoted 
to general manager. John A. Scott 
will head the art department and 
Leslie S. Pearl has been made copy 
chief. 

All five new appointees have been 
with the Getchell organization for 
some time. 


Names Joseph Katz 


Kohler Manufacturing Company, 
Baltimore, Md., headache remedy and 
corn treatment, has appointed the 
Baltimore office of Joseph Katz Com- 
pany. 


MORLEY SMITH 
President 
Dominion Stores Limited 


read Maclean’s because- 


— it is both a good magazine and a Canadian magazine. I par- 
ticularly like its essentially Canadian character, and the fact 
that it is doing much to build up a proper Canadian viewpoint.” 


Maclean’s — Canada’s National Magazine — 481 University Avenue, Toronto — Branches: Montreal, 


- Zoty ies: Cheies 


Ending a 12-year connection, Ed 
Zoty has resigned as_ circulation 
sales manager of Macfadden Publi- 
cations, Inc., New York, to become 
a director and executive of Inter- 
borough News Company, New York. 


Hathaway Transferred 


Douglas R. Hathaway, formerly in 
charge of media in the Chicago office 
of Batten Barton, Durstine & Os- 
born, Inc., has been transferred to 
the media staff of the agency’s New 
York office. 


Tryon Changes 
Elmer C. Tryon, formerly with the 
Ironwood, Mich., Daily Globe, has 
been named advertising manager of 
the Marinette, Wis., Eagle-Star. 


No other 


Chicago, New York 
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BROADCASTING 
COMES TO END 


Amicable Agreement Worked 
Out by Two Groups 


New York, Feb. 1.—Announcement 
was made this week that arrange- 
ments have been completed by news- 
paper, press association and radio 
groups for a program of news broad- 
casting, and that the plan will prob- 
ably become effective March 1. 

In accordance with their previously 
expressed intention, the Columbia 
Broadcasting System and the Na- 
tional Broadcasting Company will 
withdraw from the news-gathering 
field, the announcement, covering de- 
velopments in a series of conferences 
at Hotel Biltmore and issued by the 
American Newspaper Publishers As- 
sociation, said. 

The agreement provides for the 
preparation of news bulletins of not 
more than 30 words each to make up 


WAR ON NEWS 


a broadcast of not more than five 
minutes, available to any stations 
wishing to share the expense. 
broadcasts daily are allowed, one cov- 


and the other covering the 
news at 9:30 p. m. 


Newspapers in Favor 

That the newspaper publishers ap- 
preciate the importance of the ar- 
rangement from both advertising and 
circulation standpoints is indicated 
by the fact that when the tentative 
plan prepared by the publishers and 
radio groups was submitted by letter 
to every newspaper publisher in the 
country many replies expressing ap- 
proval were received and only two 
criticisms. 

The press-radio program provides 
for a committee comprised of one rep- 
resentative of the A. N. P. A., one 
from the United Press, one from the 
Associated Press and another from 
the International News Service, one 
from the National Association of 
Broadcasters, and one each from the 
two broadcasting systems. 

This committee of seven members 
with one vote each will set up a 
bureau designed to furnish broad- 
easters the bulletins for broadcast 
purposes. 

The chairman of the committee is 
a representative of the A. N. P. A. 
and member of the Publishers’ Na- 


Two) 


tional Radio Committee. Edwin S. | 
Friendly, New York Sun, was elected. | 


Newspaper and press association | 


| members are empowered to select an | 
ering the night’s news at 9:30 a. m.| 


day’s | 


editor or editors of the bureau, the! 
principal function of which will be, 
to receive from each of the three) 
principal press associations copies of | 
their reports for digesting into radio | 
bulletins. 


Occasional news bulletins of “tran- | 
scendent importance” will be fur- 
nished to broadcasters at other times 
than those provided for the regular | 
news bulletin broadcasts. 


Broadcasters agreed to have broad | 
casts by their commentators devoted 
to generalization and background of 
general news situations and to elimi- 
nate the present practice of reciting 
spot news. 

Part of the radio-press program 
will be devoted to inducing newspa- | 
per-owned and independently-owned | 
stations to conform with the 9:30) 
a. m. and p. m. schedule. 

Objections voiced by the two news- 
paper publishers included opposition 
to penalizing the foresightedness of 
newspapers who bought radio sta- 
tions to use in promoting newspaper 


NEW INDUCEMENT 
aw Elsa. 
ANEW ERA IN LIVIN LIVING 


ameus Dean of Hotel Mem Sees the 
New Art of Fine Living Exemblified 
tu the Great Hotels of the Metropolis 


SC AR spanks tor all of New York s fine hennts 
Lobia are Dusting = restaurants rowéet | 


mr leverte pote! Ret prepared 6 fine: «eh ame 
many veers 
oem 

York had se much to offer 
your TP nemd cont you Lt 


York ‘atey are astomuteng!y ioe ead (he ac. om 
adanens are rupert 


™ NEW HAVEN -- 


Oscar of the Waldorf is used in 
this newspaper copy for the New 
Haven railroad to t 

glamor for Manhattan, and thus 


sales and the belief that “it means 


the virtual end of news broadcasts | 


over the radio.” 
Inasmuch as morning and evening 
papers will have been in circulation 


REAKING through the preoccupations of mankind to put 

your product across is one of your big problems as an adver- 
tising man. You may dramatize your advertising presentation . . . 
you may use the cleverest advertising showmanship, yet the whole 
effort may be spoiled if you neglect to tie-up your general adver- 
tising with colorful ING-RICH SIGNS AT THE POINT OF 
ACTUAL SALE. 


Their bright, clean-cut face of everlasting porcelain will jog the 


memory of the most absent minded consumer . . 
cash registers of dealers everywhere . . 
efforts and make it more productive of direct results. 


WI DO OUR PaRT 


. help ring more 
. support your advertising 


For many years ING-RICH has specialized in the design and 


manufacture of effective “point of sale’ advertising signs. Their 
accumulated experience and recommendations are always at your 
disposal. Let us prepare a sign for your inspection and approval. 


INGRAM-RICHARDSON MANUFACTURING COMPANY 


PENNSYLVANIA 


induce Bostonians to plan an early 
trip to New York. 


long before the corresponding broad- 
casts, they claimed listeners will 
spurn the radio bulletins and, it was 
argued, “no progressive newspaper 
station would waste valuable air time 
with broadcasts of ancient news any 
more than it would hold back its 
newspaper distribution an hour or so 
after printing.” 

Control of broadcasting local news 
will be a secondary step in the radio 
| press program. 


Advertisers in 
‘“‘Parents’’ Gain 


Use of New Seal 


New York, Feb. 1.—To give its 
readers another advantage and to 
enable its advertisers to derive the 
full benefit of rigid copy censorship 
and independent products tests, 
Parents’ Magazine has instituted a 
“Seal of Acceptance.” 

Parents’ Magazine advertisers may 
use the Seal of Acceptance on the 
merchandise itself, on their printed 
matter, on their point-of-sale displays, 
and in their magazine, newspaper 
and trade paper advertising,” the 
publisher’s announcement states. 

Use of seal in advertising in 
Parents’ Magazine itself is discour- 
aged, however, inasmuch as all adver- 
tisers are entitled to use it, and there 
would be no advantage to any adver- 
tiser if the seal appeared in every 
advertisement. 

The announcement also calls atten- 
tion to the value of the seal in 
strengthening relations with whole- 
salers, jobbers and retailers. 


KennethMcAlpin 
Taken by Death 


New York, Feb. 1.- 


—~Kenneth D. Me- 


| Alpin, 47, active all his life in New 
|York publishing and advertising 
| cireles, died suddenly Monday of 


|heart disease. Though under treat- 
|ment recently he had felt able to go 
to the office nearly every day and 
| was at his desk the Saturday before 
|he died. 

He joined the Evans Publishing 
publisher of the Family 


| 
| 


| Circle, 
|ger and treasurer. Prior to that he 
‘had been associated with Leonard 
| Dreyfuss in Futura Publications. 

A native of this city, Mr. McAlpin 
| Started with the classified department 
jot the New York Times, leaving to 


_join the J. Walter Thompson Com- 


pany. Later, he was associated in 
|turn with the Ladies’ 
Style Book, the Hearst organization, 
| Today's Magazine, and the Standard | 
Statistical Company, 


| 
| 
| 


| 


|spectively of the two firms last 


| named. 


| this venture with Mr. 


uild up more | 


a year ago as general mana- 


Home Journal 


For several years prior to making 
Dreyfuss he 


“SAY IT WITH 
FLOWERS” BACK 
IN MAGAZINES 


Florists Vision Period of 
“More Graceful Living” 


Detroit, Mich., Feb. 1—‘Say it 
with flowers,” one of the most popu- 
lar advertising slogans ever coined, 
which fell into a state of compara. 
tive disuse during the depression 
years when luxury commodities took 
|a back seat in the advertising parade, 
| will stage a comeback during 1934. 

Foreseeing a new era of prosperity 
‘for the floral industry, and believing 
|that it can be started this year, The 
| Florists’ Telegraphic Delivery Asso- 
ciation, official organization of nearly 
7,000 leading flower retailers, shortly 
|will launch a formidable national 
‘campaign in behalf of sending 
| flowers by wire. 

First advertisements will appear 
during March in the Saturday Eve- 
ning Post, Collier’s, Time and Liter. 
ary Digest. Full pages will be used, 

National magazines are the only 
medium thus far definitely decided 
upon, although others may be added 
later. 

Announcement of the decision to 
resume national advertising was 
made at the organization’s national 
headquarters here by Frank J. Baker, 
of Utica, N. Y., president, following 
a three-day conference of the execu- 
tive committee. Details of the pro- 
gram are now being completed by 
Brooke, Smith & French, Inc., Detroit 


handle the entire promotional 
tivity. 

“The florists believe that the pros 
pects for 1934 are brighter than they 
have been in four years,” Mr. Baker 
said in announcing the campaign, 
“and that they as a group can nm 
longer afford to refrain from adver: 
tising. We also believe that the peo- 
ple of America are entering what 
could be described as an age of more 
graceful living—an age when all of 
us will pay more attention to the 
finer things of life, and take time t 
more thoroughly enjoy life. Flowers 
of course, are a natural part of this 
picture. 


ac 


Visions Revival 


“We are striking while the iron is 
hot, for we are convinced thnt there 
is business to be had that is really 
worth going after. During the next 
few months countless thousands of 
men and women will begin to buy 
and enjoy the many things that they 
have gone without. 


“The money which American fami: 
lies have to spend during the next 
few months, over and above that re 
quired for absolute necessities, is 
going to go for products of those it 
dustries that advertise their wares 
attractively and persistently durin: 
this period of change and recovery. 

One thing upon which the florists 
are basing their optimistic convit 
tions is the fact that Christmas and 
New Year’s business took a decided 
turn for the better, Mr. Baker said 
From various sections of the United 
States and Canada reports have come 
of holiday sale increases of as mut! 
as 40 per cent. 


The demand during the holidays. 
according to Mr. Baker, was for thé 
more expensive blooms, and orchids 
and gardenias were exceptionall! 
popular. The demand for thes 
choice varieties, he said, far outdis 
tanced the supply. In many laréé 
cities, where they were selling at !' 
cents apiece a year ago, gardenias 
brought a dollar each while thé! 
lasted. ; 
| “In December, for the first time 
(36 months, the dollar volume of tel® 
graphed flower orders showed ” 


being advertis-| upturn,” Mr. Baker declared. 
ing manager and sales manager, re-| 


All sales of flowers-by-wire 4° 
cleared through Detroit, Mr. Bake! 
explained, and these in normal times 
amount to more than $10,000,000 4” 
ferry Members of the associatio” 


| was the owner and publisher of Hotel | have subscribed a fixed percentasé 0 


Review. 


‘this annual volume for advertisins: 


agency which has been engaged to | 
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INCREASED BIRD 
POPULATION AIM 
OF R. T. FRENCH 


Canaries’ Merits to Be Sung 
in Advertising 


Rochester, N. Y., Feb. 1.—Faced by 
a “saturated” market, the R. T. 
French Company, manufacturer of 
bird foods and similar products, has 
increased its advertising budget for 
the coming year to approximately 
$500,000 and will wage a campaign 
to increase the country’s pet bird 
poptlation. 

First copy in the mew campaign, 
which will run in newspapers and in 
women’s and home magazines, will 
appear shortly. The campaign will 
point out a variety of reasons for 
maintaining a pet bird, including the 
joy of having a canary, its value to 
shut-ins and convalescents, etc., and 
will also urge gifts of birds as holi- 
day, anniversary and birthday tok- 
ens. Space used will vary from 
quarter-pages to full pages. 

Company salesmen also will con- 
tact every available outlet in an en- 
deavor to create pet bird supply de- 
partments in retail stores throughout 
the country. This merchandising 
phase of the campaign will be facili- 
tated by a new display container 
holding a complete line of items 
made by the company. The container 
will be ready for shipment shortly. 

While the campaign is designed to 
increase sales of canaries, this theme 
is given second place in copy already 
approved. The conventional copy 
theme will urge proper and balanced 
diet and proper care of canaries, tie- 
ing up with the use of French 
products. 

It is believed the campaign will go 
far to increase imports of canaries 
which have been holding steady at 
around 300,000 a year and thus cor- 
respondingly expand the market for 
supplies. 

The French account is handled by 
Richard A. Foley Advertising 
Agency, Inc., Philadelphia. 


‘* Advertisment’”’ 


Is. Adopted by 


Chicago Daily 


Chicago, Jan. 30.—‘Advertisement” | 


will hereafter be “advertisment” as 
fur as the Chicago Tribune's editorial 
department is concerned. 

The simplified “advertisment” 
headed a list of 20 words for which 
the editorial department of the paper 
has adopted a “saner method of spell- 
ing.” readers were informed in a lead- 
ing article in Sunday’s paper. The 
other words are: 

Analog for analogue; canceled for 
cancelled; catalog for catalogue; con- 
troled for controlled; controler for 
controller; cotilion for cotillion; dec- 
aloe for decalogue; definitly for defi- 


Detroit Display Club 
Elects 1934 Officers 


Motor city display men have or- 
ganized the Detroit Display Club, 
with Bert S. Van Dorn, Kline’s, as 
president; T. J. McCormack, People’s 
Outfitting Company, vice-president; 
H. R. DeVol, Art Products Company, 
secretary, and A. F. Hoerauf, Hoe- 
rauf Brothers, treasurer. 

The club has voted to affiliate with 


‘New Scale Set 
Up by Chicago 
Electrotypers 


Chicago, Feb. 1.—Chicago electro- 
typers today put into effect the 
standard scale for estimating and 
pricing, adopted by the International 


| the reorganized International Asso. 
come of Display Men. 


| Beher te Mitchell 


The Ce-Lect Baking Company, Bos- 
ton, baker of Ce-Lect Cracked Wheat 
and Ce-Lect White Breads, has ap- 
pointed the Mitchell Company, Bos- 
ton, to direct advertising. Radio and 
newspapers are being used. 


| Association of Electrotypers in 1931, 
las required under the code for the 
electrotyping and stereotyping in- 
dustry. 

Chicago shops had been using a 
seale of their own creation since 
1929, a situation which held true in 
a dozen or more cities throughout 
the country. 


a 
recently approved code all will use| mating and billing, but will greatly 


the same base prices, subject to 
whatever discounts or additions are 
necessary to adjust varying costs. 

In the Chicago area the new scale 
will carry base price changes rang- 
ing from a reduction of approxi- 
mately 23 per cent to an increase of 
about 28 per cent. The reduction 
applies to minimum sizes, and the 
increase to the largest sizes shown 
on the old scale. Plates up to ap- 
proximately 30 square inches will 
cost less under the new order, while 
large plates will cost more. 

The new scales will be in pamphlet 
form instead of a single sheet as be- 


fore, and each class of work will 


|have a full chart of prices. This will 
Under the industry’s|not only aid the shops in their esti-| 


an 


THE LOWEST A-B-C 
PAGE RATE PER 
THOUSAND 


Be Bought For 
Wl of 1934 / 


T’S now or never— 

to take advantage 
of the most amazing 
bargain that advertis- 
ers to women have 
seen for years! Up 
until March 1, you can 
still buy Fawcett Wom- 
en’s Group, guaranteed 
1,300,000 net paid cir- 
culation, ABC, at the 
old rate— made when 
FWG circulation was 
only a million! 


| 
| 


This new guarantee 


RESERVATIONS 


IN OUR OFFICE 
BY MARCH 1 


MUST BE 


to 
ments, 


and the old rate, mean 


per page per thousand! 


rate in the richest individual 
in the world—the market of 
impressionable 


Mitely: demagog for damagogue; : 

dialog for dialogue; day. Their family purchases, 
Drouth for drought; extoled for| and the purchases they influ- 

*Xtolled: fantom for phantom; ful-| ence, come to billions more! 
filment tor fulfillment; harken for| And most important of all— 
hearken: hocky for hockey; indefi-| these girls and young women 
nitly for indefinitely; monolog for 

Monologue; patroled for patrolled; 

Dedagoe for pedagogue: prolog for 

Prologue: skilful for skillful; tran- 


quility 
The 
Changes 


tor tranquillity. 


; being made were only in 
ae as would not seem un- 
the ariy strange to readers, while 
_ USO tended to induce correct 
fo heation of the words involved. 


Of the war pe ; 
‘© Word, the Tribune said. 


Financial Agency Starts 


The 


tion () 

N 7 ') Academy St., Jersey City, 
ma han been formed by Mr. Smith 
a eph F. Hurley to handle 


Ci 
lal 


advertising. 


lribune pointed out that the 


! the changes blurs the origin 


Benjamin P. Smith Organiza- 


Minneapolis 
Chicago 


that you can protect yourself all 
through 1934 at a rate of only $1.30 


And remember, you are getting this 


American women. 
Their earnings run into the billions; 
the sums they spend on themselves 
alone would keep many of America’s 
hugest factories running night and 


words, 


Act now! Make your acquaintance 
with Fawcett Women’s Group while 
you can make the most of this phe- 
nomenal bargain! If you haven’t heard 
our complete story yet, write for it 
and don’t delay. Be sure you know 
this story, and are in for the rest of 
1934—before March first. 


* $1.30 per page per thousand—the lowest 
rate to reach a million women or over. 


THIS BARGAIN WILL NOT BE 
OFFERED AGAIN—Act Now! 


° Fawcett Women’s Group 


FAWCETT PUBLICATIONS, Inc. 


market 
young, 


New York 


buy Fawcett Women’s 
Group 
96.13% of the circula- 
tion is bought on news- 
stands — chiefly in de- 
partment stores, drug 
stores, chain stores, etc. 
No survey needed to 
ascertain if readers are 
buyers because less 
than 5% is subscription 
circulation. 
their 


women read few other 
magazines. 


sole gateway to this huge market! 


voluntarily. 


According 
own §state- 
these young 


In other 
FWG is the 


San Francisco 
Los Angeles 


simplify invoice checking for the 
buyer, it is said. The new scales 
cover plates up to 12x18 inches, 
whereas the old one stopped at 10x16 
inches. 

Buyers of job work in Chicago will 
benefit from the new scale on small 
electrotypes, providing the discount 
is unchanged. A 7x10 inch plate, 
however, is listed on the new scale 
at $4.34, against the old $3.23, or an 
increase of nearly 3314 per cent in 
base price. How this will be revised, 
if at all, by discounts depends en- 
tirely on individual production costs, 
which under the code must now be 
computed according to the standard 
cost finding system of the interna- 
tional association. 
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10 ADVERTISING AGE February 3, 1934 Febru 


———— 

‘i a : a 22 -. . ° York-Chicago plane leaves Newark trotypers, including Lloyd C. Part- 
Advertising Men New Air Express airport at 10 each night and arrives | ridge, president of Partridge & Ander. FIV 

| To Play Ping-Pong e S d at the Chicago airport at 5.36 a. m.|son, Chicago electrotypers, who hin 

7 . The annual Chicago advertising | Service tarte |Special pick-up and immediate de- ported that the new service fre- 


on : be [pe capes apes sir. quently meant a saving of 15 to 20 
men’s ping-pong tournament will be F Ad m4 livery service is handled for the air . _ ; 
TOTAL COST 10 | held at the Universal parlors, 206 S. | or vertisers line by Postal Telegraph Company. hours, with little additional cost for 


| Wabash Ave., Feb. 6-7. Underwood & x = mailing. “At every opportunity we 
| Underwood are offering a trophy to) 


Publishers Demand Speed advise our clients who have found 
| the winning team. Entries should Chicago, Feb. 2.—A new high speed ‘themselves pressed for time in pre- 
be sent to the Universal establish-| overnight air express service between| “The bulk of all air express today | 
| i 

’ ’ 


i ‘ 75 i : : /paring copy, regarding this special 
ment with a fee of 75 cents for sin- Chicago and New York, designed pri-| results from the demand for higher 


- service,” Mr. Partridge said. 
| See, = a will be repre marily to meet the needs of adver: |speeds for the handling of materials 
licago ‘ies . ) 


sas New 

; icati Spe s, advertisi Eastern Cities Served Bide 

sented by teams in many cases. All tising agencies and publications, was | heeded by newspapers, advertising | ‘ B adverti 

Grant Tells Agate Club of branches of the advertising field are| placed in operation last night, Ray | agencies, publishers and _electro- The new schedule makes possible B ceveral 

‘eligible, however. Garvin, Chicago express representa |typers,” Mr. Garvin declared in point-| connections at New York for early Bi} )).. jos 

Plans for 1934 Sete tive of. American Airways announced |ing out that the new fast schedules morning delivery to Boston, Phila. iow ph 

| | today /had been adopted for the primary qelphia, Baltimore and Washington. BP. 4» 

a Humphrey Moves | The schedule calls for departure | Purpose of serving advertising. In addition, American Airways offers BR. . jy), 

Chicago, Jan. 31.—Richard  H. H. B. Humphrey Company, Boston, | pom the Chicago municipal airport According to Mr. Garvin, the new|express services to 123 commercial B eampai 
Grant oie president of General has moved to the Statler Bldg. after 

nie , _" Ps 


17 t its Copley Square ad- 4 10 p. m. nightly, arriving at New-|service has already been welcomed |centers through its affiliation with 
years a Ss ) y Sque - » ieee 


. : : ; ‘ Jew siasticallvy by “ies ¢ ss system. 
Motors Corporation, announced 1D | qrecs ark airport at 6:36 a. m. The New | enthusiastically by agencies and elec- | the General Air Express 8} 


addressing the Agate Club today that | _ : on 
the corporation will again exhibit 
at the Century of Progress Exposi- 
tion in Chicago in 1934. 

“Our total investment in this ex- | 


hibit at the world’s fair, which we i ADOW 
think represents a fine contribution | 
to the stimulation of business in the | 


automotive field and other lines,” 
said Mr. Grant, “will be approxi-| 
mately $3,060,000. We spent between 


$1,500,000 and $2,000,000 for the 1933 | 
exhibit, and consider that it was an | ee 
excellent investment. The exhibit 


this year will be of the same general 
character as in 1933.” 

Mr. Grant discussed the code un- 
der which automobile dealers are 
now operating, and said that the 
standardization of trade-in prices 
will result in very much better sales- 
manship. 

“Up to this time,” he said, “auto- 
mobile men have not been salesmen 
but horse traders. With the trade-in 
problem no longer an important fac- 
tor, dealers and their salesmen will 
be forced really to sell. The adver 
tising, by the same token, will have 
to be of a definite selling type, bet | 
ter than any we have had hereto: | 
fore.” 


m Appl 


» 


mavears 


Change in Junking 
The General Motors executive saic | 
that under the code cars will not be 
junked by the dealer through a spe | 
cial allowance such as used by | 
Chevrolet and some of the othe | 
G. M. C. units heretofore, as the new | 
trade-in plan is expected to enable 
the dealer to do his own junking 0! | 
cars that are completely worn out. 

The policing of the code to prevent 
chiseling and to make the provisions 
effective will have to be thorough 
he said, because since it is aimed to 
eliminate inefficient business, those 
in that classification may be ex- 
pected to put up a struggle. 

Mr. Grant made an appeal to the 
members of the Agate Club to sell 
confidence in the future of business 
to their clients, asserting that all 
salesmen must establish confidence 
in the minds of their customers to 
get the business which the improved 
conditions of 19384 justify. Govern 
ment spending in 1934 and 1925 as 
sures public buying which will mak: 
business good, and thereafter worla 
recovery will take care of the situa- | 
tion, he predicted. 


| 
New Radio Program | 
Started by Bayer 


The Bayer Company next week 
will launch a new radio program | 
“Lavender and Old Lace,” over 30 


. > ; . 1 } ‘ i 5 é . 
O YOU KNOW what a woman — wheremenaswellaswomen willsee it. every month Redbook prints a full] 
stations. The program will be half 


an hour long, and will be heard who is lunching or dining alone Advertisers who wish to do a com- length novel, complete, in addition | 
w The company’s _ present me prepares in the way of food? Practi- plete job of selling both men and to the regular stories, articles and§ 
Se ae eer ies | cally nothing. For whom, then, is the | women at the same time are turning features. 7 

ae Pe | load of fancy groceries? Whoisitthat — to Redbook’s 650,000 families. Tell your story in Redbook, where} 


J. A. Coulter, formerly generai 
superintendent of the Colgate-Palm- 
olive-Peet Company, Chicago, has 
been elected vice-president in charge 
of production and a member of the 


craves rare cheeses, exotic condi- U nique about Redbook is its it stays on the living-room table¥ 
ments, soups, the delicacies of all powerful appeal to both men and months, not weeks or days. And tell} 
nations, tomato juice, baked beans, women, from front cover right it in Redbook, where one advertise 


board of directors, succeeding N. N . 5 ~ . i 4 
Dalton, resienad eetin® N- N-' heer and ginger ale, good coffee? through to the full-length novel in ment reaches husband and wife = 
‘ , : ; The shadow, of course. The shad- the back Each thousand copies of less than other magazines charge 
Radiobar to Tuthill | —— 

Radiobar Company of America, Los | OW of the husband. The woman buys, Redbook are read by 1480 women ne ee ee | é 
Angeles and New York, has ap-| ~ i 7 ; all. oe 
pointed Tuthill advertising acency| but the shadow pays — and eats. and 1420 men. Both men and women Sell the family and a ag al ’ 
New York, to place eastern advertis- | ; P ame . : Res “1. 9 : . ‘ c i 230 Park Ave- | 
ine of its radio and har combinatinn. How reasonable — how obviously like Redbook’s swift-moving drama, Redbook — ne, y 

ESE sensible — to place food advertisin its romance, mystery, humor. And — New York City. 
97 Years Old \ P 6 eee q 


The New Orleans Times-Picayune | 
celebrated its 97th birthday Jan. 25. 
No special festivities marked the an- 


hiversary. THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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FIVE TESTS TO 
PRECEDE DRIVE 
FOR APPLE-LAX 


New York, Feb. 1.—Five sales and 
advertising plans are being tested in 


Sseveral cities near here to arrive at 


the best method of marketing a new 


Siow phenol content laxative known 


a 


& 


ior 


is Apple-Lax. The tests are to run 
three months before a general 


campaign is inaugurated. 


ee ee 


a 


Apple-Lax is the product of three | 


years of technical work. It is a 


| ’ pry io 
candy-type laxative made by the 


| Apple Concentrates Corporation, a 
/new firm. The advertising program 
|has been prepared by Fletcher & 
| Ellis, Ine. 


| Newspaper space in the campaign 


just started runs 500 lines. Cities 


|where it is appearing are Hartford 


and Bridgeport, Conn.; Trenton, N. 
J.; Providence, R. I., and Springfield, 
Mass. Later, it will fade down to 100 
lines. ' 

Various combinations 
tested. These include, aside from 
newspapers alone and radio alone, 
newspapers and sampling, radio and 
sampling, and radio and newspapers. 

The derivation of the laxative from 
apples is emphasized in the copy and 
also in the form in which it is pre- 
isented. The large red pill is very 


are being 


WHAT’S 


| The new 
kEDBOOK 


FOR MARCH ? 


‘nearly the shape of an apple. To! 
‘further stress the fact that it is 
| basically obtained from one of the 
/most healthful of fruits, pictures of 
apples appear in the copy and on 
the cellophane covered package. 

Consumers in the test zones are 
becoming acquainted with the word, | 
“malic,” which appears frequently in 
the advertisements, and is an acid 
‘present in apples. 


Powerful Germicidal Action 


This acid is discussed throughout 
the initial advertisements. It is 
pointed out that “malic” is the! 
“greatest remedy yet discovered for 
|mankind’s greatest curse, constipa- | 
|tion,” and that “its germicidal action | 
|}is so powerful that even typhoid | 
‘bacilli in the bowels are destroyed 


| but relief. 


by a ‘malic’ solution of one-half of 
one per cent, which is much less than 
is contained in one portion of Apple- 
Lax.” 

“Let’s not waste time discussing 
the symptoms and evils of constipa- 
tion,”’ typical copy says. “What you 
want is not a recital of your troubles 
Constipation is an almost 
universal curse. There are more 
remedies for it than for any other 


| known ailment. 


“That one fact tells you that most 
of them are ineffective. And the rea- 
son is that they place their reliance 
on drugs that attack the evils of 
constipation and aggravate the cause. 

“All laxatives stress the impor- 
tance of a natural movement, but 
the only way to ensure a natural 
movement is by a natural method.” 
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Anyone who missed Dashiell Hammett’s “The Thin Man” in the December 
Redbook has a consolation prize coming in the March Redbook, out February 
oth ... it’s Rufus King’s “MURDER FATHOMS DOWN” 50,000 words of 
mystery at sea. That's in addition to Louts Joseru VANCE, GrRanp DuKE 
ALEXANDER, WILLIAM McFrrE, Octavus Roy Conen, CoRNELIUS VANDERBILT, 
Jr., Joun T. Frynn, Bruce Barton, OcGpEN Nasu, Ey CULBERTSON, plus 
lots more stories, articles, pictures, and features. It’s time you discovered the 
new REDBOOK . . . twenty-five cents at your newsstand. 


TRADE GETTING 
STOCKS OF NEW 
KOTEX PRODUCT 


Chicago, Feb. 1—A new Kotex, 
designated as “Wondersoft,” and ap- 
pearing in an entirely restyled pack- 
age, is now being distributed to the 


NEWS! 


new in design . .. 


new in packaging 
WONDERSOFT 
KOTEX 


— amen 
ree ~ 


One of the business paper adver- 
tisements which is introducing the | 
new Wondersoft Kotex to the . 
trade. Note the restyled package. | 


trade by Kotex Company, which | 
plans to entirely replace the present | 
product with the new line. 

First shipments to the trade left, 
the company’s factories Jan. 18, and 
dealers are being urged to hasten 
sales of their existing Kotex stocks, 
inasmuch as the old stocks will be, 
rendered obsolete as soon as the new 
product has attained widespread dis- 
tribution. 

No consumer advertising has as} 
yet been developed for the rede-; 
signed product, but advertising to 
dealers is making its appearance in: 
the February issues of dry goods and 
drug trade publications. 

Besides the features from which 
the improved pad gets its name, of 
particular interest is the new size | 
and design of package created for | 
the product. Getting away from the | 
tell-tale shape of box long identified , 
with sanitary napkins, the new Ko-; 
tex package is flat and less conspic- | 
uous, and is easier to pack in lug-} 
gage for travel. 

The package is of striking design 
done in two tones of blue and in, 
modern treatment. Thought was 
given not only to the eye appeal to: 
women, but to the display effect the; 
package would have in dealers’ win } 
dows and counters. The price of the; 
new product, 20 cents, will appear ! 
conspicuously on the box, as well as, 
the designation of regular or super. | 

The trade paper copy announcing | 
the new Wondersoft Kotex is of the} 
instructive type. The new pad takes! 
its name from a silky layer of soft, 
cotton applied to the edges only, to; 
prevent chafing. The absorbent sur- 
face is left free. The company’s pat-' 
ented equalizer feature, which has} 
been the subject of heavy advertis-; 
ing of this product, is also given | 
prominence in the copy. j 

Consumer advertising plans for. 
this new item are still undetermined. | 
The only publicity piece available is. 
a package enclosure with a message. 
to women by Mary Pauline Callen-: 
der, head of the company’s consum-. 
ers’ testing board which numbers 
some 600 women. ; 

Indications of a definite attempt 
to take the new product out of the, 
loss leader class, in which it has’ 
been for many years, are evident in! 
the wording of notices sent to deal- 
ers announcing the new price list, 
and the deadline for getting credit 
on the older merchandise. 

“The new Wondersoft Kotex will: 
retail at 20 cents a package,” one’ 
letter to dealers says. “This price 
will appear on the new carton and 
will be announced in our advertising | 
shortly after the new merchandise is 
placed on the market.” 
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Jones with “Builder” | 


J. Carlton Jones, formerly with 
Jersey Millwork Corporation, and | 
more recently active in research 
work in the building industry, has | 
joined American Builder as advertis- 
ing representative in the east. 


Weller Goes to Olds 


Lower Rates 
For Airmail | 


‘tisers will cooperate, since the bill is 
To Be Asked particularly adaptable for advertis- 


Washington, D. C., Feb. 1.—A cam-| 
paign for restoration of the five-cent | 


‘director of aeronautic development | ness is being lost. Advertisers would 
‘of the Department of Commerce,| find many uses for this new form, 
| declares that favorable consideration | which would greatly improve air mail 


is possible at this congress “if adver- | receipts.” 


parti Has Test Campaign 

ns. , 8 | Montgomery Ward & Co., Chicago, 
The three-cent “lettergram” would | j, conducting an intensive test cam- 

consist of a single sheet of paper,| paign over WFAA, Dallas-WBAP, 


Harold F. Weller, recently resigned | postage rate for ordinary air-mail|folded in three sections to the size | Fort Worth, using five 15-minute pro- 
- ° | . : - - ¢ : ‘ > > 3 te 
from the San Francisco office of | jetters and for creation of a new air|of an envelope, with the message on | grams and spot announcements dur 


Campbell-Ewald Company, has joined | 
Olds Motor Works, Oakland, Cal., as | 
advertising manager and director of | 
public relations. 

' 


Arch Rosves Adeaneed | 


| 
Arch Reeves, formerly publicity | 
manager of the Fox studios, Holly- | 


wood, Calif., has gone to New York 


to become advertising manager for|tional Aeronautic Association. 


Fox. 


“lettergram” or “aerogram” to be | 
carried at a postage rate of 3 cents, 
and an air postal card, is to be in- 
troduced in congress by Representa- 
tive McMilan of South Carolina, 
ADVERTISING AGE has been informed. 
It is sponsored by the new commit- 
tee on civil aeronautics of the Na- 


Chairman Harry H. Blee, former 


|ing the day. The company is offer- 
|ing a special sales catalog and an- 
| nouncing a contest based on contents 
| of the magazine. 


the inside and a gummed flap to seal 
it. The blanks would run approxi- 
mately 100 to the pound. The air 
postal card would average about 150 


to the pound in weight and would . ae q 
be furnished in distinctive design. | Two for Redfield Coupe 
Redfield-Coupe, Inc., has been ap- 


“This is the answer,” declares the | pointed to handle advertising of 


committee, “to the admission of for- Walker Vehicle Company, Chicago, 
mer Assistant Postmaster General,| maker of electric trucks, and Gold 


now Senator O'Mahoney, that busi-| Medal Haarlem Oil Capsules. 


Trade 
Helps 


AST 

wu tered the 
production 
known in a 

for several ye 


workers is agai! 
Goodyear, Goc 


sary to 

week from four 

six days. 
Production at 


cording to 
sales manager. 


MOLDS COLD 


Curing molds 
been used since 
Tire 
heated, officials 

And in 


mechanical go 


answer to the 


many of which 
production for 
since the depre 


Winter Tire 


Smoke Billows From 
Stacks As Production 
Is Increased 


week 


winter 
The six-day week ior factory 


and General have found it neces- 
lengthen the 


& Rubber Co. is running 62 per 
cent ahead of last 
Penfield 


1929 AGAIN HEATED 


& Rubber Co., are being 


addition to 
production requirements on tires, 


are operating at new peaks in 


hose, belting and scores of items 
used by the smaller industries, 


The Quaker City Rubber Co., 


Boom 


Akron 


Akron en- 
greatest tire 
boom it has 
month 


ars. 
1 the rule. 
sdrich, Firestone 


workers’ 
and five days to 


Seiberling Tire 


January, ac- 
Seiberling, 


SINCE | 


which haven't 
1929 at Firestone 


reported. 
increased 


ods departments 


call tor rubber 


are getting into 
the first time 
ssion, 


mechanical rubber goods plant 
of the Falls Master Tire Corp., 
finds present factory output 300 
per cent ahead of January last 
year, according to F. C. Millhoff, 


sales manager. 


tires. 


Akron Factories 


_e ; 
Raise Wages | 742% having been granted in June and October, 1933, re- 
Six Millions Added To Pay 


Akron, O., January 25.——-More than 40,000 workers will 
receive in excess of $6,000,000 more annually as a result 
pay increases announced Thursday as production spurted 
under an almost unprecedented mid-winter demand for 


Goodyear officials declare that the adding of $2,000,000 
to the annual factory payroll is the third wage increase for 


Goodyear workers since last year, increases of 10% and 


| spectively. 
It was 


available. 


of the 


estimated Thursday that wage increases which 


will go into effect February Ist will raise factory workers’ 
pay to an hourly wage—for a six-hour day—slightly above 
the hourly wage during 1929. 


exact figures were not 


Complete economical coverage of this alert, free-spend- 
ing market is available to advertisers through the columns 


AKRON 


BEACON 


JOURNAL 


PIGGLY WIGGLY. 
MAY ADOPT “RED 
GOOSE” LABELS 


Cincinnati, O., Feb. 1—A modernly 
styled label featuring a flying red 
goose will be adopted by the Pigzgly 
Wiggly Corporation for a new line of 
its own canned goods, if the prefer. 
ances of its operators recently voiced 
in a survey are followed. 

A questionnaire and sketches of 
two styles of labels were sent to al] 
store operators in the chain with a 
request that they state their prefer. 
ence and the reason for it. One labhe!] 
was the conventional type showing a 
large red tomato taking up most of 
the display space, while the other 
had a flying red goose in the upper 
half. The latter was favored three to 
one in the latest count of returns. 
Two interesting lines of thought on 
the subject were brought out in the 
comments submitted by the operators. 


“The Same Old Labels” 

H. G. Clay of Paris, Texas, said, 
“I thought it might interest you to 
know that I handed this circular to 
twelve of my customers yesterday, 
asking their opinion. Eleven of them 
picked the red goose, because it is 
different. They all stated that when 
going into a store facing the perplex. 
ing problem of selecting something 
for the next meal, it is monotonous 
to see the same old labels found in 
all grocery stores pictures of a 
big peach, big apple, big pear, ete. 
Quality foods and inferior grades, all 
carry the same old label.” 

On the other hand, L. E. Fisher, 
of the Fisher Grocery Company, 
Piggly Wiggly operator in Spring. 
field, Ill., picked the conventional 
type label, stating that he prefers a 
label which shows the best picture 
of the product contained in the can 
with nothing on the front of the can 
to detract from it. 


Genel ‘Mills 
Seeks Name for 


Silver Premium 


Minneapolis, Minn., Feb. 1.—Gen- 
eral Mills, Inc., has launched a ne\ 
drive to increase sales of Gold Medal 
flour with announcement of a col: 
test in which the company will awaré 
$11,000 in cash and seven automo: 
biles for the best names submitted 
for a silverware pattern used as 4 
premium by Gold Medal flour for the 
past five years. 

An expenditure of $175,000 will be 
made to promote the campaign il 
newspapers, magazines, and_ the 
“Betty and Bob” and “Betty Crocker” 
radio programs. Special store dis 
plays which attach to a package or 
sack of the flour, constituting a self 


explanatory, self-selling unit, wil! 
also be used. 

The contest will run _ throug! 
March 4, 


S. F. Milline Club 
Elects New Officers 


The Milline Club of San Francisco. 
younger advertising executives 
group, has elected the following of 
cers for the first six months of 1934: 

President, A. S. Babcock: sec!® 
tary, Lowell W. Brown; treasurer. ® 
S. Railton. Committee chairmen ale 
program, Lowell W. Brown; met 
bership, Lawrence Brickert; P"” 
licity, John R. Kimball. 


Club Has Contest 


The Advertising Club of New ya? 
leans has announced plans to aware 
prizes for the five best advertisi”* 
campaigns produced locally dur!t 
1934. The contest is “open to all Pr° 
ducers and users of advertisins. 


E pane Promoted 


W. D. Evans, for several years 8°" 
eral manager of the W. A. Sheaffer 
Pen Company of Canada, has De" 
appointed eastern manager of t 


4 a in New 
company with headquarters in 


York. He succeeds H. D. Jone*: 
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PESTYLING PLAN 
OF SEARS. WARD 
MAKES HEADWAY 


To Modernize Thousands of 
Packages 


(Picture on Page 20) 

Chicago, Feb. 1—With the distri 
pution this week throughout the 
Montgomery Ward & Co. organiza- 
tion of a brochure detailing numer- 
ous changes in the company’s retail 
merchandising policy, such as rede- 
signing of store fronts and rearrange- 
ment of interiors, the adoption of 
radically new policies on the pack- 
aging of merchandise by Ward’s and 
also by Sears, Roebuck & Co. was | 
revealed. | 

Sears, Roebuck and Montgomery | 
Ward both established product and | 
package designing departments about 
a year ago, and the work of these 


departments is now taking tangible 
form. When it is considered that 
: each organization handles some 20,- 
00) items, the magnitude of the task 
. confronting the new departments is 
1 apparent. 
. in both cases the principal idea is 
2 to transform the hodge-podge of anti- 
8 ' quated packages into attractive dis- 
n ' plays which will promote sales and 
a at the same time keep in step with 
C. the modernization which the store 
ll ' interiors are now going through. 
Modern treatment and striking sim- 
yr — plicity is accomplishing the desired 
y, B vesults, both in appearance and in 
g fe greater sales. 
: & Use Different Methods 
re i” From this point on, however, the 
n @) packages being developed by the 
an) - two organizations indicate a differ- 


> ence in the idea each is trying to 

put over in its designs and trade 
names. Ward packages give promi- 

») ence to “Ward's,” thus creating re- 

> spect for the firm name as an indi- 

. * cation and guarantee of quality. De- 
4 gree of quality among similar items 
will be indicated by such modifying 
terms as “supreme” or “standard.” 

In the case of Sears, a different 

en- train of thought is indicated by the 
ew redesigned packages. While “Sears’”’ 
appears in every design, trade names 
on- designating quality division are fea- 


ard tured, the “Sears” name being sub- | 
mo- ordinated to the brand name. Thus, | 
ted any dissatisfaction a customer might | 
3 a have with a “Mohawk” number, for | 
the example, would probably be confined 

to that particular brand and would 
be uot create doubt as to the quality 


in ' of any of the other Sears merchan- 


the dise which carries another brand | 
cer” name. In other words, it might be | 
dis- said that Sears will carry a “manu- | 
» oF facturers’ line’ of merchandise, | 
self: Styled and designed to their own, 
will ideas, while Ward’s will reflect prod-_ 

ucts of their own manufacture. 
ugh 

Much Restyling of Products 

The creative work is done within 

the organizations under the direction 
ert : Herbert Ward at Sears, Roebuck 
) « Co. and under Miss A. Swainson 
isco ‘t Montgomery Ward & Co. Designs 
af ‘re finished through the black and 
934: Whites and then turned over to the 
acre: “\ppliers who carry on from that 
r, R point, 
are: Progress is also being made in re- 
por’ “*signing of products, but at a slower 
P ‘te. Improvements in the Ward line 

‘Nclude’ sueh features as table top 

and concealed gasoline tank in cook- 

“S ranges; instant dialing radio; 

Bao! tery base and parchment shade 
(srr ““Soline reading lamp; exclusive fea- 
iin? ‘es on shot guns and rifles, ete., 
| pro : ‘reated within the organization. 
g.” mt addit nm to the thought being ap- 

wo" @rectly to the products in 

— 'o create more sales, much at- 
; gel a “ap is also being given to remod. | 
eaffe! oa ‘t stores inside and out, relo- 
pee! 8 to better trade spots, and in | 
f the nue] ‘ays bringing them in line | 
New th the 


best retail outlets of the! 


Ntry 


Adams Joins Reese as 
Copy-Testing Chief 


Paul B. Adams, former agency 
copy chief, at one time special pro- 
motional editor of the New York 
Evening Journal, and for six years 
operator of his own mail order busi- 
ness in proprietary medicines and 
cosmetics, has joined Thomas H. 
Reese & Co., Inc., as chief of the 
copy-testing division. 

He will devote much time to test- 
ing copy for Tokalon, the European 
cosmetic house, which is serviced by 
this agency. 


Vorberg Advanced 


Martin P. Vorberg, who has been a 
member of the sales promotion staff 
of Olds Motor Works, Lansing, Mich., 
has been promoted to sales promotion 
manager. 


City Tax for 
Advertising 


Held Invalid 


San Antonio, Tex., Feb. 1—Texas 
municipalities may create advertis- 
ing funds by tax levies only if this 
use for tax money is specifically pro- 
vided for in their charters, the Texas 
supreme court ruled last week in a 
suit brought against the city of San 
Antonio. 


As a result of this decision taxpay- 
ers here may be refunded some $400,- 
000 collected over a period of three 
years as an advertising tax, if those 


lin charge of the fight are successful 


in finding a way for the city to pay it 
back. 

The question of whether or not a 
municipality may use taxes for ad- 
vertising purposes has long been a 
moot one, and the decision of the 
Texas supreme court will undoubt- 
edly have an important bearing on 
decisions on this matter in other 
states. 

The local advertising tax was first 
levied by the city commissioners for 
the fiscal year 1928-29 at the rate of 
three cents on each $100 valuation. 
The rate for the next two fiscal years 
was boosted to five cents each. 

The legality of the tax was orig- 
inally attacked in 1931 in the district 
court which ruled that the tax was 
illegal and enjoined the city from 
collecting it. The city appealed and 


the fourth court of civil appeals dis- 
solved the injunction, the present su- 
preme court ruling upholding the 
original decision of the district court. 

A similar levy by the city officials 
of Taylor was upheld by the supreme 
court because the city charter con 
tained a specific provision for the 
advertising tax. 


Gittinger With CBS 

William C. Gittinger, after eight 
years as advertising manager and 
later director of sales development 
and advertising for Tide Water Oil 
Company, has joined the sales de- 
partment of the Columbia Broadcast- 
ing System as director of sales de- 
velopment. He is succeeded at Tide 
Water by F. B. Henderson, formerly 
in charge of advertising at the Tulsa 
office. 


FLINT, MICHIGAN 


Reminding passers-by to enjoy “the pause that_refreshes” is this Coca-Cola 


electric sign erected over Hurd’s drug store in Flint, Michigan. 


One of many 


Coca-Cola signs by Federal. 


“We use them extensively.... 


WICHITA FALLS, TEXAS 


Whether in Michigan or in Texas—or in states in between—you will find_attention- 
compelling Federal outdoor electric signs inviting you to drink Coca-Cola. This 
sign is typical. 


be 


country.” 


UTDOOR electric signs at the point of sale are an important part of 
our advertising program. 


TURNER JONES 
VICE-PRESIDENT ; 
Coca-CoLa COMPANY 
ATLANTA, GA. 


In addition to serving as an effective and 
profitable advertising medium in their own right, point-of-sale electric signs 
serve also as an effective connecting link between our other forms of adver- 


tising and our retail outlets. We use them extensively throughout the 


Just as Coca-Cola is profiting from 


business. 


And while Dealer Electrical Ad- 
vertising does not compete with other 
forms of advertising, does not take 
the place of other forms of advertis- 
ing, neither can it be replaced by any 
other form of advertising. 


tising and your dealers’ places of 


It is a necessary entity unto itself 
in the advertising field—the way to 


increased returns on your advertising 


dollars. 


Dealer electrical advertising — at 


lederal outdoor electric signs at the 
point of sale, so, too, are other impor- 
tant advertisers increasing their sales 
and profits through Federal point-of- 
sale electrical advertising. 


And so, too, can you increase your 
sales and profits by means of atten- 
tion-compelling electric signs for your 
dealers. 


Most of the other forms of adver- 
tising have as their purpose creating 
in people the desire to buy your prod- 
uct. That, by and large, is their 


function. 


the point of sale—reminds people of 
that desire while they are on the buy- 
ing path—serves as a connecting link 
between your other forms of adver- 


Complete data on the ap- 
plication and effectiveness 
of dealer electric signs in 
us present-day merchandising 
wesoomer Will be mailed upon request. 


FEDERAL ELECTRIC COMPANY xx. 
CLAUDE NEON FEDERAL COMPANY we 


225 NORTH MICHIGAN AVENUE CHICAGO 
CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA 


Subsidiaries: 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


CLAUDE NEON FEDERAL 
CO. OF OKLA. 
Oklahoma City, Okla. 


CLAUDE NEON FEDERAL 
co. OF KANSAS 
Wichita, Kansas 
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BAYUK CIGARS 
GAIN LAURELS 
ON NEW GROUND 


Quick Success Achieved in 
Western Drive 


Philadelphia, Pa., Feb. 1.—That 


the established policy of Bayuk Ci- 
gars, Inc., of carefully studying the | 
of each | 


individual sales problems 
community before attempting to mer- 
chandise and advertise its Bayuk 
“Phillies” in that community is 
sound, has again been proven with 
the recent introduction of the prod- 
uct in Chicago, Detroit, and other 
middle western communities, ac- 
cording to A. Joseph Newman, vice- 
president and general sales manager. 


Output Doubled 

Three weeks after sales work 
started in the middle west on Jan. 6, 
more than 6,000 Chicago retailers 
were displaying and selling “Phil- 
lies,” according to Mr. Newman. Be- 
fore that, at the end of the second 
week and before advertising had 
started, re-orders to the extent of 
nearly 25 per cent were reported. 
Output of the Bayuk factories on 
Jan. 5 had leaped from 1,250,000 
cigars to 2,400,000 for the day. 

Although these figures are good, 
they are not extraordinary for Bayuk, 
according to Mr. Newman, who 
points out that similar results have 
been achieved elsewhere. For exam- 
ple, in New York today “Phillies” 
represent 25 per cent of all cigar 
sales, he said. 

The results are obtained through 
a tightly integrated merchandising 
and advertising plan, whereby a 
market is thoroughly studied months 
before actual sales work begins, 


salesmen and direct mail then line | the national campaign and its’ in- 
appropriation 


up the dealers and this in turn is 


New men and new jobs are 
reached immediately when 


you use AB 


*ACTIVE BU 


MILL& FACTORY 


—— 


INTRODUCING "PHILLIES" TO NEW MARKET 


Tedey—~with 


*Baygak’s Guarantee 
In 1929- a peak sales year — the Beyuk Philadel. 
phia Perfecto (Familiarty known as” Philadetphia 
Mand. made”) was the largest-selling 10 cent 
brand in America 


— contains the same fine Imported Sumatra 
wrapper—the same fine ripe Domestic and 


Reyub guarantees that this cigar today —et Scents 
Havana long-hiler. Its the same identical cigar WY 


Disereatons DOLLA BROR.. Inc, 4446 EO hnd Se, Chicago Felaphane, NORanl 7157 


come to Chicago 


‘This is the Bayuk “Phillies” —redaced from 
Ue to Se—that broke all cigar sales records 
im the East during 1933. For monthe—the 
demand for this cigar in New York, Phile- 
dripbisa, Boston, Belumore, Pittsburgh and 
other casters cities was greater thas the 
factory could supply. 


productioa 

creserd— it te possible to offer this famous 
cigar to smokers in Chicago. 

‘The emazing success of Beyuk “Phillies” — 
at Se—ie wo accident. It was made to give 
smokers the best 10c value in America 
and they recognized it as such for years. It 
was the largest-celling 10c brand. 


Experienced smokers tell ae— and tell their 
dealers—that they get more real pleasure 
and satisfaction from Beyuk “Phillies ~ 
than from any cigar they've ever smoked 
— regardless: of price. 

We know that the smokers of Chicago ap- 
preciate « good cigar. We are convinced 
that they will tike Beyuk “Phillies”. 

If you are not entirely satisied with your 
present cigar... if you have the slightest 
doubt shout the value you get for your 
monry—try at least one Beyuk “Phillies”. 
You can ideatify the box on your 
dealer's counter by the biue band on the lid. 


wemeodouely in- 


TODAY e 
Formerly 10 


in the newspapers, space running 


upon the market. 


Tailor-Made Advertising 


The advertising of Bayuk 


as the manufacturing and 
ends of the business. 
|lowing the usual procedure of releas- 


entire territories, the 
each territory are carefully studied 
from the standpoint of market, smok- 
| ing habits of consumers and _ past 
| preferences, and special campaigns 
|are written to apply to the conditions 
| prevailing in the specific markets. 

| The same scientific approach to 


lcreased advertising 


O* coverage 


YERS ONLY 


ing advertising campaigns to cover | 
conditions in| 


Typical newspaper copy being used to introduce Bayuk "Phillies" in 
the middle west. This advertisement was six columns wide. 


followed by intense copy campaign |characterized the decision of the 
| company 
from 400 lines up to 1,000, depending | cent cigar market suddenly was shot | prepared mixture, was introduced to ravages of soot seey te ented te the 
/to pieces 


executives when the ten- 


in 1932. 
wo alternatives. 


The company 


faced Bayuk Phil- 


lies at that time were selling at ten | Promotional activity will feature a 
“Phil-|cents and 85 per cent of the coun- 
lies” has been studied as carefully | try’s smokers began demanding a 
selling | cigar to sell for five cents and less, 
Instead of fol-|a complete reversal of the demand | 


BAYUK BULLETIN. & 


PHL LOPAX MEMOIRS OF ALEX SMART O82 (NRtoon 


A —. 


| Desserts Predatee J ~ - 


} s 


mes» or ~ 
ey ves 


Typical issue of the Bayuk dealer 
paper. 


picture as it had existed for three 
|years prior, when 83 per cent of the 
demand was for smokes selling for 
ten cents and over. 

| The alternatives were to cheapen 
quality or to retain size and quality 
|unimpaired and reduce price. The 
former 


sible unless output could be tripled. 
'Tripling output called for large 
campaign expenses and 
| courage. That method was adopted 
land within five months “Phillies” 
were reputed to be the largest-sell- 
ing cigar at any price in America. 
Seek Large Markets 


Thousands of additional workers 
demand and last December Bayuk 
announced that they had obtained a 
supply of tobacco sufficient to guar- 
/}antee the quality for at least three 
years. With the background of that 
initial success and a huge stock of 
tobacco in reserve, Bayuk then 
started after the other major mar- 
kets of the country. 


developed by Bayuk Cigars, Inc., and 


extreme | 


were employed to keep pace with the | 


One of the most effective methods | 


its agency, McKee and Albright, to | 


Cremo Returns 


To 5-Cent Price 


New York, Feb. 1—A better and 
bigger Cremo cigar to retail at the 
original five-cents-straight price has 
just been announced to the trade by 
American Tobacco Company. This 
| will replace the present three-for-ten 
'size and will be known as the New 
|Cremo. The new wholesale quotation 
is $37.50 per thousand, subject to the 
usual trade discounts of ten and two. 

Thus Cremo returns to the price 
field in which it achieved its repu- 
tation as one of the leading nickel 
|cigars on the market. This action 
may also presage a rise in price for 


|other cigars selling in the three-for-. 


,ten and two-for-five range, it is be- 
lieved here. 

| No reason for the Cremo change 
has been given by the company, but 
| it is thought the new set up was 
|greatly influenced by higher cost of 
_ production developed through the 
enforcement of code provisions, to- 
gether with the processing tax, as 
| well as by the realization that better 
‘economic conditions are tending to 
‘lessen the demand for “depression 
|priced” cigars. 


: | Hills Brothers Drive 


on Gingerbread Mix 


| 
| Dromedary Gingerbread Mix, a 
‘the national market this week by 
| Hills Brothers Company, New York. 
|money-back guarantee and the fact 
|that the recipe was the private one 
/of Mary Ball Washington, mother of 
George Washington. 

Introduction of the product into 
the national market follows exten- 
|sive tests, as reported in the Sept. 


| 30, 1933, issue of ADVERTISING AGE. 
| 


Forkert with Cuneo 


Otto Maurice Forkert has been ap- 
| pointed director of a new department 
of design and layout at the Cuneo 
Press, Chicago. 


| A 


| 


Advantages of 


 Dastless Coal 
Told [to Women 


Philadelphia, Pa., Feb. 1—To im- 
press homeowners, and particularly 
housewives, with the advantages of 
dustless coal and coke, the Calcium 
Chloride Association has launched a 
weekly radio program over WWJ, 
Detroit; WHK, Cleveland; WMAQ, 
Chicago; WKRC, Cincinnati; and 
WBEN, Buffalo. 

The present schedule continues 
through March. In the campaign 
the association is tying in its effort 
| with the general drive of the coal in. 
dustry in behalf of coal and coke. 

The radio campaign emphasizes the 
manifold advantages of “clean, 
‘thrifty heat’ and its results are 
‘being hailed with satisfaction by 
dealers in coal and coke which has 
been rendered dustless by treatment 
with calcium chloride. In conduct- 
ing the campaign the association fs 
acting for its member producers, 
Columbia Alkali Corporation, Dow 
|Chemical Company, Michigan Alkali 
‘Company and Solvay Sales Corpora- 
tion. 
| Emphasizing the conveniences and 
/ economies which can be effected with 
the use of dustless coal, as treated 
|with calcium chloride, the weekly 
/broadcasts are directed particularly 
/at housewives, pointing out how the 


use of dustless coal and coke. 


| Bryant Resigns 

| C. E. Bryant, formerly business man- 
|} ager of the Retail Liquor Dealers As- 
| sociation of Northwestern Ohio, has 
lresigned as editor of the Liquor 
Dealer, Toledo, O. T. A. Lauderman 
has been named managing editor and 
R. C. Luttrell is business manager. 


Sprague with G. M. 
| Dr. O. M. W. Sprague has been 
|; retained by General Motors as ad- 
visor on problems relating to foreign 
economic and exchange matters. 


< © © ° © 


DAILY COLUMN 


| IN THE SUN... 


| 
| 


would have been fatal, the | 
company felt; the latter was impos- | 


| VERY day in The Sun there is a column devoted 


to advertising news . . . a column that is called, aptly enough, 
"Advertising News" . . . a column that takes the reader behind 


| the advertising scene and tells him about the latest developments 


| 
| 


in national advertising, retail advertising and marketing. 


| The column is conducted by Lawrence M. Hughes (‘Mike'’ Hughes 


to his friends). 


Mr. Hughes is the original advertising news 


columnist. Most recently he has been news editor of Sales Man- 


agement. He has written for the New York Evening Post, the 


| Associated Press, Fortune and Scribner's. He has worked for the 


| 


Federation of America. 


Association of National Advertisers and for the Advertising 


If you want up-to-date, live information on the new campaigns, 
the new products, the new advertisers, the new opportunities for 
| agents and publishers, the significant and interesting events in 


the advertising world, turn to 


| keep dealers advised of developments | 


and to build up good will for the 
/manufacturer, is a single-sheet weekly 
|/news bulletin distributed to dealers, 
|}and also reproduced as advertising 
'in the trade press. 


written in friendly, informal fashion, 
one of its outstanding features be- 


A * O N O V E R - M A S 4 P U B 7. I c. A? I O N ing a column conducted by “Phil M. 


205 E. 42nd St., New York City, 


333 N. Michigan Ave., Chicago 
(B-714) 


Phulofax, the retailer's friend.” 


| This bulletin, in editorial style, is | 


the ‘Advertising News’ column 


of The Sun. It runs every day on one of the financial pages. 
An out-of-town subscription to The Sun costs but $10 a year. 


| The Newspaper of Distinction in its Readers, its News 
and its Advertising. 
| 
| 
! 
| 
> > > > > > > > ° 
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February 3, 1934 ADVERTISING AGE 15 _ 
ve ? 4 Rochester, N. Y., has been named, week retired from active duty and ; 5 
Pepperell’s New Drive Northwestern fo Buchen manager of the newly organized) became editor emeritus of the pub- i 7 
Pepperell Mfg. Company, Boston,| _ For the first time in = years, the) Rochester branch of this agency, to) lication. 
has started a new merchandising| Northwestern — coe Sores be located in the Lincoln Alliance) Frank Knox, publisher, will add ’ & 
campaign on its Lady Pepperell| Company is planning an a ae Bank Building. ‘the title of editor, and Paul Scott a = 
sheeting, featuring “true size sheets,”| C@™paign. Buchen Company, = Increased business in northern New| Mowrer, Paris correspondent and Eu- f gs 
giving the size after hemming. cago, will handle the account. aia York is given as the reason for the| ropean manager, will become asso- § — 
—__— size of the appropriation and media/ jew Rochester office. ciate editor and chief editorial a 
m _ J to be used have not been decided ol writer, : PG 
DI TRIB Tl N With Radio Productions | won. - | en ve i e 
Andre F. Johnson, who has been — H. Dennis Retires Fox at Fels-Na tha 
| with Marconi Wireless, American Ganger in Charge f “Chi News” Pp 
| Telephone and Telegraph Company, FO scago Cyril G. Fox has been named gen- , 4 
and Radio Corporation of America, of New Geyer Branch Charles H. Dennis, editor of Chi-| eral sales and advertising manager % 
company t0 Distribute Towels — been named sales manager of R. M. Ganger, resident contact ex-| cago Daily News, and for 52 years a|of Fels & sg Philadelphia, succeed- : 


It if Radio Productions, Inc., Los Angeles.| ecutive of the Geyer Company in! member of the paper's staff, this'ing Dr. J. S. Goldbaum, retired. 


New York, Feb. 1—A new policy | 
for the distribution‘ of its free Patex | 
dish towels with each purchase of 
two packages of Silver Dust has been | 
inaugurated by the Gold Dust Cor- | 
poration. Hereafter the towels will 
pe mailed direct to the customers by | 
the company upon receipt of two box | 
tops from the product. No money | 
need accompany the request for the | 
towel. 

The new policy is being announced | 
to the public through newspaper ad- | 
yertising which also establishes a} 
lower price for the product, a maxi-| 
mum of two packages for 25 cents. | 


] The package carries a price of 15) 

cents and the previous deal to the | 

| customer, ineluding the towel,| 

y ranged from 27 to 32 cents for two) 

y ’ packages. 

" The new method of handling the | 

e deal was brought about by many | 
complaints received by the company 
from housewives who stated they did 
not receive the free towel from their 
dealer, it was said. 

4 Take No Chances 

iS Inasmuch as the towel is given 


> much of the credit for the success 
a > the product has enjoyed since its 
— introduction, the company did not 
> wish to have the plan break down 
> through lack of cooperation on the 


Just as the most powerful 
motor is only a lump of metal 


part of the dealers, and therefore as- 1| . . , 
nl > sumed the burden of distribution di- until Man Pives 1t Li A 
mm Me ect. Approximately 50 extra work- 


ers will be needed in the office to 
handle the extra work. 

The change has also brought more 
work to the sales department which 
is busy contacting jobbers and deal- 
ers to buy back all towels on hand, 
giving them credit in cash or mer- 
chandise as preferred. Broadsides 
are also going out to the trade ex- 
plaining the new plan and placing 
special emphasis on the new sug- 
gested price of two for 25 cents. The 
back of the circular may be used GEORGE M. SLOCUM, Publisher ” . 
as a window poster. Inserts for job- 
) bers’ mail are also provided. 

A new spot Jewish radio program 


So a Publication is only a 
blank sheet of paper until 
Men make it Live! 


= 


ee 
pvagtig iat nonin iae® ; 


CHRIS SINSABAUGH, Editor 


» starts today over WMCA, New York 
» metropolitan station, in addition to 
» the network program starring Phil 
Cook. Supplementing this will be 
an increased newspaper schedule and 
an intensive billboard cainpaign in 
every city of 20,000 population or 
more where the product is sold. 


Fewer than half of the men and women whose daily work is 
reflected in our columns can be shown on this page, but their 
combined effort and experience are giving to the Dealer, Manu- 
facturer and Jobber alike, a day-by-day review of the news of 

Sines Genii Mesnatlie America’s greatest industry more quickly, more concisely and 
ve eee Soe ae. more accurately than ever! Indeed we are proud to say— lo 


ing a limited number of reprints of 
an article about Frederic W. Goudy, 
noted type designer, which appeared 
in the New Yorker about a year ago. 
The reprint was designed by Mr. 
Goudy, the type cast by Frederic T. 
Goudy, a son, and composed by Mrs. 
Goudy. Copies may be obtained from 
the company. 


Distilled Liquors Corp. 


Ce 


“wwe cover the auto front”! 


Automotive Daily News 


The Trade NEWSpaper of the Industry 


DETROIT 
:' Plans $300,000 Drive Subscription Rates: One Year, $6. Two Years, $10. Single Copies, 10¢ 3 
istilled Liquors Corporation, New Edw. Kruspak WR Cot 
York, has appropriated $300,000 for _ . 
an introduetory campaign on Hildick 
Applejack Brandy, starting in March. 
Pages will be used in April issues 
‘l eight class magazines and one- 
—_ page units in 40 newspapers in 
: ‘ading eastern cities. Ruthrauff 
| “nl Ryan, Ine, is in charge. 


Use Scrip Plan | 


nec tson, Ky., business men are, 
lor con e scrip plan to raise a fund | 
al comunity advertising, Half of | 
trom whi ‘es are being paid in scrip) 

‘Which the fund receives a four | 


recent return. - C Weed C. J. Alexander Ray Blackwell Mel Adams J. M. Bonbright Wm. Ullman 


WwW : 
E /alsh Leaves | DETROIT, FEBRUARY 2.—Business is booming on Auto Front. Detroit employment at 
wits anager, sak cane Geen fi / a Ss h: new high. Dealers advance orders double last year. All manufacturers reporting large 


Timken Silent Automatic. Company. gains. Increased advertising scheduled in Newspapers, Magazines and Outdoor assured. | 
troit, Automotive Daily News Chicago Show issues forty percent ahead of 1933. ~ 


per 


E. M. Lubeck 


has resigned. 
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FIRST NATIONAL 
COPY LAUNCHED 
FOR BABY FOOD 


New York, Feb. 1.—Responsibility 
of the mother to give the infant food 
that meets its fancy underlies the 
first national advertising of Harold 
H. Clapp Company, Rochester, on its 
line of baby soups, vegetables, fruits 
and cereals sold in drug stores. 

The first advertisement in the 
series which is to run for eight 
months will apear in March issues. 
Single columns will be used con- 
sistently. The campaign is handled 
by Young & Rubicam, Inc. 

Publications to be employed are 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s Magazine, Woman's 
Home Companion, Parents Magazine, 
True Story and the Tower Group. 
Advertising in these consumer peri- 
odicals will be supplemented by full 
pages in the Journal of the American 


Medical Association, Medical Eco- 
nomics and a number of nurses’ 
magazines. 


The first advertisement will show 
a crying baby, with a caption ad- 
dressed to mothers indicating that 
cause of the disturbance is food that 
does not, in its physical form, please 
him. 

Fastidious Babies 


One of the principal sales argu- 
ments to be employed is that babies 
are often very fastidious in their 
choice of food, especially at the early 
transitional age when diet is chang- 
ing from liquid to semi-solids and 
solids. Copy will war against feed 
ing lumpy things, claiming that this 
is one of the main reasons for the 
infant’s rejection of its victuals. This 
brings straining of the food into the 
story. 

The process employed in the cook- 
ing of the Clapp baby foods will also 
be stressed, since the preparation for 
canning requires a special treatment, 
differing from that of preserving 


adult foods. It involves extra care to 
prevent destruction of vitamin con- 
tent and conversion of minerals, so 
important to babies, to an unas- 
similable form, the company claims. 
With canning equipment and 
methods generally reduced through- 
out the country to a standardized 
basis, the special process appeal in 
the copy is designed to give the 
series added sales efficiency. 

Entrance of the company into the 
field of national advertising marks 
a change in the principal appeal em- 
ployed. Until last summer, Clapp 
foods had been sold in bottles, and 
the theme of the selling program 
was the advantages of glass contain- 
ers. Since then, the organization has 
switched to tin and a revision of 
the story was necessary. 


Much Dealer Material 


Dealer helps tying up with the na- 
tional advertising will consist of 
metal floor display stands, counter 
displays, price leaflets and _ litho- 
graphed window displays. A direct 
mail campaign will be addressed to 
druggists. A further supplementary 
feature will be a special mailing 
service to new mothers. 

Dealers seeking this service will 
be required to furnish the names 
and addresses of the new mothers. 
The principal mailing piece will be 
the new edition of a booklet on the 
care of the child. It was written and 
first distributed about 18 months ago, 
receiving high praise from consum- 
ers and medical profession. 

Actual consumers of the Clapp 
foods are concentrated within the 
six months to three and a half years 
age bracket, though the upper mar- 
gin runs several years higher. 


Meermans Changes 


Howard J. Meermans, formerly 
with McCann-Erickson and more re- 
cently executive vice-president of 
Paul Teas, Inc., Cleveland, has re- 
joined McCann-Erickson as account 
manager in the Cleveland office. 


E. E. Smith Dies 
Edwin Eli Smith, publisher of the 
Meriden, Conn., Morning Record, died 
Jan. 24 in Atlantic City, N. J. He 


was 72 years old. 


32% 


Herald gained 23,156 
Advertising while 
36,610 lines.) 


42.3% 
26.5% 


1,083. ) 
City Circulation, 53.683 


the paper delivered 


The World-Herald will 
in Omaha and Nebraska. 


Fist 


@in 
@in 


Sustained 
Leadership / 


During 1933, the Omaha World-Herald carried 


More Total Paid Advertising 


(During the last quarter of 1933, the World- 


the 


This tremendous leadership was made possible only because 
of the World-Herald’s circulation supremacy. 


(While the World-Herald gained 4,970 circu- 
lation during the year, the second paper lost 


More than 90% of all Omaha families read 
the World-Herald every day. Over 80% have 


CIRCULATION 
Locel, National and 
Classified ADVERTISING 


than the second paper 


lines of Local Display 
second paper lost 


More City Circulation 
than the second paper 


More Total Circulation 
than the second paper 


Total Circulation, 120,707 


right to their homes. 


do a great job for you 
Write for complete data. 


OMAHA WORLD-HERALD 


Nebraska-s HOME Newspaper 


O'MARA & ORMSBEE, INC., Natonal Representatives 


HEADS GROUP 


Fred M. Jordan, vice-president 
and Pacific coast manager of 
Hanff-Metzger, Inc., who has been 
elected chairman of the Los An- 
geles section of Pacific Advertis- 


ing Agencies Association. W. S. 
Wood, Campbell-Ewald Company, 
is the new secretary-treasurer. 


TVA T0 COMPETE 
WITH BUSINESS 
IN MANY FIELDS 


Washington, D. C., Feb. 1.—An in- 
dication of the extent to which gov- 
ernment experiments in marketing 
and selling may go is seen in the 
plans for developing the merchandis- 
ing and selling of electrical equip- 
ment and other products under 
authority of the Tennessee Valley 
Authority. 

Chairman Arthur E. Morgan and 
Harcourt A. Morgan, a member of 
the authority, have outlined plans for 
developing canneries, grocery stores, 
drug stores, pottery factories, starch 
plants and other units. These will 
be operated chiefly through incorpo- 
rated subsidiaries, such as the Elec- 
tric Home and Farm Authority and 
the Tennessee Valley Associated Co- 
operatives. 

They are now experimenting in the 
manufacture of a low-priced electric 
stove for heating purposes. Nego-| 
|tiations are going on for purchase 
of a flour mill. Electric furnaces for 
phosphorus are being perfected. The 
city of Norris will be built on a 
model plan, under direction of the 
federal agency. 


Create New Market 


The purpose, it is declared, is not 
to create a government monopoly of 
business in the valley, but to set 
up models, get enterprises going, and 
then encourage private enterprise to 
come in. 

The TVA officials expect “the toes 
of private enterprise to be stepped 
on,” but they hope at the same time, 
it is explained, that the government’s 
sponsored industries will bring about 
increased income and _ increased 
standards of living and “create a new 
market.” 

So far as is possible, they will 
attempt to stimulate small retail 
business, it is said, by providing ex- 
pert accounting, merchandising and 
management advice. They will also 
sponsor cooperatives to reduce the 
cut of the middleman, with the hope 
of putting the retailer on a basis of 
equal competition with the chain 
stores. 

“And if we succeed in the Tennes- 
see Valley, the plan will spread like 
wildfire throughout the country,” 
said Dr. Morgan. 


ADVERTISERS AND 
PUBLISHERS FORM 
LIQUOR COUNCIL 


New York, Feb. 1—Two new or- 
ganizations to deal with matters per- 
taining to liquor advertising were 
formed here this week by publishers, 
advertising agencies and others inter- 
ested in problems of promoting the 
alcoholic beverage industries. 

A temporary organization was 
formed as the Alcoholic Beverage 
Advertising Council, representing 
publishers. Its New York state 
charter was granted today. 

Of kindred nature, but comprised 
of advertising agencies and liquor 
advertisers, is the Exhibitors’ Ad- 
visory Committee, which will analyze 
the promotional aspects of liquor 
shows, of which some 17 are planned 
for the next several months. 

This committee will not investigate 
the First International Beer, Wine 
and Liquor Exposition in New York 
Feb. 19-24 and the National Wine and 
Liquor Show and Convention in Chi- 
cago March 5-9, since these events 
already have been approved by the 
Council and the National Wholesale 
Liquor Dealers Association. 


Directors Elected 


Temporary directors of the council 
include Clair Maxwell, Life; Harvey 
Conover, Jr., Conover Mast Publica- 
tions; Lou Murray, Wines and Spirits 
Merchandising; Ed. Ahrens, Ahrens 
Publishing Company; N. L. Huebsch, 
Liquor Industries Wholesale; Ray 
Bill, Bill Brothers Publishing Com- 
pany; Raymond Campbell, Wines and 
Liquors; J. H. Truhaft, Beverage Re- 
tailer; Bing Meyers, Field and 
Stream; Herb Stroud, Drug Store Re- 
tailing. 

Hartley W. Barclay, Conover Mast, 
is temporary chairman of the organi- 
zation and membership committee. 

Except for the presence of two 
members from the council and two 
from the liquor dealers association, 


the Exhibitors’ Advisory Committee 
is independently organized. 


To Hold Conference 


Among its directors are James R. 
White, General Wines and Spirits 
Corporation; E. Fillet, Baltimore 
Club Distilleries and Wineries, Inc.- 
Philip Lukin, Lawrence Fertig & Co. 
A. J. Slomanson, Gotham Advertis. 
ing Company; Ed Ahrens; Harvey 
Conover; J. Kramer, Kramer & Co,: 
Hugh J. McMencken, McMencken ¢ 
Co. Seven other nominations are 
being acted upon. 

The Alcoholic Beverage Advertis. 
ing Council will hold a public rela. 
tions conference at the Waldorf As. 
toria the week of the New York 
liquor show. 

Its first activity was to advise 
Washington officials of its establish. 
ment and availability as a source of 
facts concerning liquor advertising 
and the industry generally. 

The purpose of the council, as ap. 
nounced, is to “disseminate informa. 
tion to its members and to federa] 
and state officials.” 


International Magazine 
Firms 1934 Space Rates 


E. H. McHugh, general advertising 
director, International Magazine 
Company, New York, has announced 
orders will be accepted for the bal. 
ance of 1934 in the following maga- 
zines: 

Cosmopolitan, Good Housekeeping, 
Harpers’ Bazaar, Town & Country, 
House Beautiful combined with Home 
é& Field, Motor Boating, Motor, Amer. 
ican Druggist and American Archi- 
tect. 

No order for any issues beyond De. 
cember, 1934, will be accepted at cur- 
rent rates. 


Holds Second Exhibit 


The second annual exhibit of ad- 
vertising art sponsored by the Art 
Directors’ Club, Chicago, will be held 
at Blackstone Hall, Art Institute, 
Feb. 15-28. 


Two Art Firms Appoint 


Herman & Sanders have been ap: 
pointed by Gwendolyn Maloney Art 
Galleries and Florian Papp, antiques 
both of New York. Newspapers ani 
magazines will be used. 


Fisher Body plants 


day. 


ee SarDilene 


The F. E. Booth Company, San | 
Francisco, has released a campaign | 
for SarDilene oil. Campbell-Sanford | 
Advertising Company, Cleveland, the 
agency in charge, is placing copy in| 
trade papers, scientific journals and 


poultry publications. 


Janesville Wisconsin 


Good Business 
Town 


New 1934 cars are rolling off the 
line of the great Chevrolet and 
in Janesville. 


Over at the Rock River Woolen 
Mill the factory is running to ca- 
pacity—300 people—16 to 24 hours a 


Some 20 other manufacturing con- 

cerns—Parker Pen, the nationally 
famous Hough Shade Corp., and 
Lewis Knitting Company (the first to 
make union suits for men) in the list— 
are also contributing increased pay- 
rolls to Janesville's prosperity. 


Retail stores in Janesville report 
50°% to 100°, business increase for 
December—definite proof that busi- 
ness has ‘turned the corner" in a way 
that can be interpreted in hard cash. 


JANESVILLE DAILY GAZETTE 


Frederic A. Kimball Co., Representatives 
Chicago, Milwaukee, New York, Detroit, Philadelphia, Pittsburgh 
Member Wisconsin Markets, Inc 


WCLO—Janesville Gazette's Own Radio Station 


.. Milwaukee 
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Getting Personal 


Frank Goldberg, governing director of the Goldberg Advertising 
Agency, Limited, of Sydney, N. S. W., holds the distinction of being 
a justice of the peace in two countries—New Zealand and New South 
Wales. . . 


Walter Drey, who can sell anything from advertising space to 
typewriters, is back in the publishing business with two books, “Free- 
dom from Fear” and “Bridge Fun—Verse and Worse,” in production. 
His office is at 5 Prospect Place, New York. . . 


Larry Lane, publisher of Sunset Magazine, stopped off in Chicago 
for the automobile show, but ran into some zero weather and lost no 
time heading for that sunny California. . . W. E. Long is the adver- 
tising agent of the J. R. Short Milling Company, Chicago. . . 


Earle Weller, resident partner of the Campbell-Ewald Company, 
san Francisco, and president of the San Francisco Advertising Club, 
has published “The Autobiography of John Keats,” doing a swell job 
of editing the letters and essays of the famous poet. The book is from 
the Stanford University Press. . . 


Thanks to Frank Presbrey, who ran off the celebrity party Feb. 3 
opening the two Ritz bars, many score beautiful and important ladies 
got their first and last look at the separate stag bar, de luxe male 
sanctuary. J. L. Mott, debonair Presbrey executive who contributed 
no little to the fair guests’ enjoyment of the occasion, voted the party 
a complete success, although he suffered a slight attack of Kleig- 
jightis in the performance of duty. . . 


William B. Okie, vice-president of J. M. Mathes, Inc., is on his way 
to Barron Collier’s Gulf of Mexico paradise, Usseppa, where he will 
tarpon-fish with Mrs. Okie and Mr. and Mrs. H. S. Schott. Mr. Schott 
is vy. p. & g. s. m. of National Carbon . . Claude Beatty, Curtis Pub 
lishing representative at San Francisco, rushed east last week to see 
the presses run off some of his color pages, but left for home the 
minute he heard a cold wave was coming. . 


Barney Bernard, Ayerdetroit advertising flash, will come to New 
York soon and has promised friends here that he will instruct them in 
the new “Danish system” in bridge. Word has traveled across country 
that he has become proficient in this method since his last trip. . 
Louise Soule, young, blonde and beautiful a. m. and New York repre- 
sentative of the Elbow Beach Hotel, Bermuda, longs for a real Ber- 
muda vacation. She gets there only once each year and then can’t 
stay long enough to acquire a tan... 


Alan Green, of Green-Brodie, Inc., has had another mystery story 
accepted for publication by Dutton’s in March. It’s called “Murder by 
Music,” and the author is “Lem Burne.” Hist! That’s an anagram 
made from Alan Green and Gladys Blun, Alan’s helpmeet and 
collaboratrice, 


The discussion about outdoor spreads going on in ADVERTISING AGE 
reminds Bob Danby, New York v. p. of Benjamin Eshleman Company, 
that a 48-sheet poster on Buffalo Bill’s show on the hoardings in 
London sold him the idea of coming to the United States. Bill 
Wilson, of National Carbon, has progressed in his study of vintages 
(latest hobby) to the point where it takes much more than a foreign 
label to impress him. . . 


Charlotte Townsend, manager of the Doubleday Doran bookshop 
in the Graybar Building (the attractive blonde girl you like to talk 
books and weather to), is the wife of Hub Townsend, Hanff-Metzger 
artist. . . Pierre Boucheron, RCA Victor a. & s. p. m., is a prominent 
Camden Legionnaire. . 


Doris Newman, Earle Pearson’s snappy secretary, looks like Joan 
Blondell, tap dances like a professional, and wouldn’t leave the A. F. A. 
for anything. . Elbert Wortman, of Wortman, Brown, Inc., is one 
agency man who can’t be brow-beaten by the artists. He draws the 
cartoons himself for the humorous advertising which is a specialty 
with his agency. The talent runs in the family. His brother, Denys 
Wortman, is the syndicated World-Telegram cartoonist. 


Residents of Queens point with pride to the big Bible class of the 
First Methodist Church of Astoria, which is taught by George Davison, 
of Higgins & Low. . . W. S. Power, veteran agency man now with 
Campbell-Ewald, wrote the first ad for an automobile starter. It was 
for Boss Kettering’s Delco unit, and appeared in the Post back in 
1912. « « 


Caffey with Rossiter Farley Asks Extension 


W. P. Caffey, formerly with Gen- 
eral Electric Comp2ny, Erwin, Wasey 
« Co. and advertising manager of 
Durium Products, has joined Ralph 
Rossiter, Ine., New York advertising 
agency, 


Unrough 
Nations Basins 
Wf h4% 3 the 


of Existing Rates 


A years’ extension of the two-cent 
local and three-cent out of town class 
postage rate was recommended today 
by Postmaster General Farley. 

Extension beyond July 1 of the 
present second class rates is also in- 
cluded in his program. 


Offers New Program 


A new program, Rings of Melody, 
will make its debut Sunday Feb. 4 
at 2:30 p. m. EST over an NBC-WJZ 
networth under the sponsorship of 
the Perfect Circle Company, Hagers- 
town, Ind., maker of Perfect Circle 
piston rings. 


Newcombe C anges 


H. H. Newcombe, for four years 
with the Toronto office of the 
Southam Press, has gone to Calgary, 
Alta., to become advertising man- 
ager of the Calgary Herald. 


Has Magazine Section 

The Christian Science Monitor is 
now issuing a magazine section in 
color gravure with its Wednesday 
numbers. 


Hosiery Firm Appoints 

Roman Stripe Mills, Inc., Easton, 
Pa., men’s and women’s hosiery, has 
appointed Kimball, Hubbard & Powel, 
Inc., New York. 


Simplicity Is 
Keynote of New 
Ayer Campaign 


New York, Feb. 1—Extreme sim- 
plicity is the keynote of a new cam- 
paign for Harriet Hubbard Ayer, 
Inc., beauty preparations, in a group 
of women’s magazines and rotograv- 
ure sections of selected newspapers. 

In a field of advertising filled with 
catch phrase copy and exotic and bi- 
zarre illustrations, the campaign is 
deliberately built along conservative, 
straightforward lines, designed to 
emphasize the character of the com- 
pany. 

This is the first advertising pre- 
pared for the company by Fletcher 
& Ellis, Inc. It is appearing in Good 
Housekeeping, McCall's, New Yorker, 
Vogue, Harper’s Bazaar, Redbook ana 
Cosmopolitan, as well as in news- 
paper rotogravure. 


Intimate Talks 


In preparing the series, efforts 
were made to reflect the personality 
of the woman who heads the bust- 
ness, Lillian S. Dodge, who is cred- 
ited with building up one of the big- 
gest beauty preparation businesses in 


America. 


lets, including drug and department 
stores and beauty parlors. 

Initial copy in the campaign was 
a typewritten letter from Lillian 
Dodge addressed to her “1,767,000 
customers.” It was long, beginning 
with the explanation that during the 
year she planned to answer in open 
letters the thousands of letters re- 
ceived from them instead of “letting 
my advertising department talk to 
you.” 

The letter was superimposed over a 
light gray background. To one side 
was a very simple, easily read chart 
showing what Harriet Hubbard Ayer 
| preparations to use for normal, dry 
and oily skins. 


“Tower Radio” Starts 


Tower Radio will make its appear- 
ance in the Woolworth stores and on 
newsstands March 1. This latest ad- 
dition to Tower Magazines raises the 
circulation guarantee to 1,300,000. An 
increase in rates from $2,500 to $2,600 
will go into effect with the July issue. 


Has Textile Account 


Alfred J. Silberstein, Inc., New 
York, has been appointed to direct 
advertising of Everfast wash fabrics 
by N. Erlanger, Blumgart & Com- 
pany, Inc., New York. The agency 
has handled the Earl-Glo division of 


February. 


American Hammered 


V. D. Anderson Company 


Boston Ad Club H 


Winter Sports Day 


The Boston Advertising Club cele- 
brated Winter Sports Day at its 
regular weekly luncheon at Hotel 
Statler, Jan. 30. Guests came from 
a number of sports organizations 
around Boston. 

Principal speakers were Thomas 
Dreier, chairman of the New Hamp- 
shire State Development Commission 
and Col. William A. Barron, chair- 
man of the recreational development 
commission of the New England 
Council. 

The great interest in winter sports 
has given the Boston & Maine rail- 
road an opportunity to run weekly 
“snow” trains whose destinations de- 
pend on where the snow lies. 


A. W. Diller Joins Agency 


A. W. Diller, associated with the 
Blackman Company for many years 
and active recently as personal ad- 
vertising counsel to financial and 
other interests, has joined the New 
York staff of Geyer-Cornell Company, 
Inc. 


Capitalize on Monster 


Alert pajama manufacturers ip 
London are capitalizing on the inter- 
est in the Loch Ness monster by 
embroidering a design of a weird, 
prehistoric creature on the jacket of 


The Ayer products are) this company for a number of years. it is reported. 


their suits. Sales have increased, 
ay 

JAN, 

ae 


Piston Ring Co. 


HE southwest-by-northeast line above indicates the volume of display adver- 
tising in POWER’S three latest monthly issues 


December, January and 


An increase like this doesn’t just happen for no good reason. It’s too big, too 
consistent, to be a mere happenstance. 
due to growing recognition of POWER’S ability to help the sale of power 
plant equipment; but undoubtedly the major part of it results from improved 
business conditions among the manufacturers who make that equipment and 
the companies who buy it. 


We like to think that some of it is 


When we analyzed our space records to trace the source of these “extra” pages 
in the past two months, we found that they came from two groups of com- 
panies: former advertisers who are resuming long-discontinued schedules, and 
new advertisers coming into POWER for the first time. 
of thirty companies: 


Here’s the total list 


Graton & Knight Company 
Hoffman Combustion Engineering Co. 


Bernitz Furnace Appliance Co. 
A. W. Cash Company 

Coe Mfg. Company 

Controlled Heat Equipment Co. 
Crane Packing Co. : 
Curtis Pneumatic Machinery Co. 
Denver Fire Clay Co. 

Dodge Mfg. Co. 

Elgin Softener Corp. 

Foxboro Company 
Gardner-Denver C_. 

General Coal Co. 
Golden-Anderson Valve Spec. Co. 


lron Fireman Mfg. Co. 

Jeffrey Mfg. Co. 

Johns-Manville & 
Johnston & Jennings Co. 
Mason-Neilan Regulator Co. 

Morse Chain Co. 

Peale, Peacock & Kerr 

Reading, Pratt & Cady Company 

L. S. Starrett Company 

Staynew Filter Corporation 

Viking Pump Company 

Whiting Corporation 

Worthington Pump & Machinery Corp. 


These companies have decided that now is the proper time to join the up-and- 
doing group who advertise regularly in POWER. If you make a product that 
can be sold in this “Market-place of the Power Field,” you couldn't pick a 
better time to start your selling than RIGHT NOW! 


POWER 


A McGraw-Hill Publication -330 West 42nd St., New York 
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ADVERTISING AGE 


1934 


Esty Agency Has Beer 

Mission Dry Corporation, Los An- 
geles, has contracted with Kingsbury | 
Breweries Company, Manitowoc, | 
Wis., for the exclusive distribution 
of Kingsbury beer The brewing firm 
is planning to expand capacity by 
the acquisition of plants on the east- 
ern and western seaboards. Wm. | 
Esty & Co., New York, is the Mis-| 
sion Dry agency. 


» | 
| 


No. 10 of @ series 


The Personality 
of a publication 
plays a big part in the evaluation 


It serves the needs 
it helps the 


of a medium. 
of 


promotion of the products ad- 


its readers 
vertised. May we show you how 
you can interpret the personality 
of ARCHITECTURE 
ABC statement. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET 


New York — Also Chicago, Cleveland, 
Boston, Pittsburgh, San Francisco, 


from _ its 


Los Angeles 


“AJA X= 


PHOTOSTAT 
COPIES 


__33 W.ADAMS ST. CHICAGO ) 


Classified | 


Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2. 


BUSINESS OPPORTUNITIES 


Wanted: A party with $2,000 
|and his service as editor for trade 
paper (organization’s official publica- | 
|tion). Circulation and preferred ad- 
vertisers guaranteed. Do you believe 
in advertising? Box 428, ADVERTIs- 
ling Ace, Chicago. 


HELP WANTED 


Wanted: Art director thoroughly 
{familiar with posters, window dis- 
| plays and direct mail advertising. | 
Box 425, Abvertisinc Ack, Chicago. 


Wanted: Reliable advertising so- 
licitor with good Chicago agencies | 
contact. Should have fair knowledge 
of west coast markets, also magazine 
or newspaper experience. Box 426, 
ADVRTISING AGE, Chicago. 


| Wanted to counsel, executive seek- 


|ing opportunity tor development. 
| Confidential. Write us your connec- | 
| s . : ° 2 3 

| tions. Experienced in publicity and 


| advertising. Box 427, ADVERTISING 


AGE, Chicago. 


Mathes Expands Offices 
in Chanin Building 


J. M. Mathes, Inc., New York, has 
leased the complete area from the 
46th to the 48th floors of the Chanin 
Bldg., which includes former quar 
ters on two floors. 

The 46th floor will be occupied 
chiefly by the marketing and plan- 
ning and public relations divisions. 
There will also be a statistical, mar- 
| keting and merchandising library on 
'this floor, as well as an enlarged 
media department. 

The 47th floor will accommodate 
the copy, radio, art, production and 


| forwarding divisions, a_ restaurant 
and radio audition room. The 48th 
floor has been reserved exclusively 


for executive offices. 


| through 


| performance; 


SCORES ATTEMPT 
AT CENSORSHIP. 
OF ADVERTISING 


(Continued from Page 1) 
cise any degree of censorship of ad- 
vertising otherwise lawful. 


No Excuse for Censorship 


“Government censorship would be 
an attempt to intrude government 
inexcusably into private affairs. The 
practical impossibility of dealing 
with the great volume of advertising | 
any process of censorship | 
would inevitably result in the sup- 
pression of the greater part of pres- | 
ent-day advertising even though it 
may be conducted in a manner un- 
deniably legitimate. Any attempt at 
censorship would mean the creation 
of a new bureaucracy of federal em- 
ployes. 

“For the most part advertising has | 
been honest in intention as well as 
and in the great ma- 
jority of cases, particularly in recent) 
years, abuses have been recognized 
and steps taken to correct them. 
This movement has been aided by | 
advertising agencies and mediums, 
as well as by the advertisers them 
selves. 
| “Business men understand that. 
|public confidence in industry and its 
advertising must be maintained if) 
| business restoration is to go forward. 
|False, misleading and deceptive ad- 
_vertising, even though practiced only | 
by a small minority, tends to impair | 
public confidence in all advertising. 

“As a result, individual business 
enterprises have censored advertis- 
ing copy and will continue to do so. | 
It is generally recognized that all 
factors in business which deal Bo 
advertising should exercise constant 
and vigilant care to prevent fraudu- 
lent and untruthful advertising as | 
a principle of business conduct.” | 


Dunn Draws Bill | | 


Seventy years 


Paid to polic 


Insurance in 


John Hancock Inquiry Bureau 


insurance problems. 
Name 


Street 


City 


“Life Insurance — A Declaration of Financial Independence” 


—National Association of Life Underwriters 


whe 
LIFE INSURANCE COMPANY 


OF BOSTON. MASSACHUSETTS 


950 million dollars #. 


billion dollars«« At all times 


a strong anchor of safety 


197 Clarendon Street, Boston, Mass. 


Please send me your booklet covering personal 


in business #« 


yholders over 


force over 3 


New York, Feb. 1.—Further com- 
plication of the food and drug legis- 
lative situation is imminent with the 
revelation here that a new food and 
drug bill has been drawn by Charles 
Wesley Dunn, New York attorney, 
and will shortly be introduced into 
congress, either as a substitute for 
‘the Black bill, or as an entirely new 
| measure. 

The Dunn measure is reported to 
have received the official approval 
/of Associated Grocery Manutactur- 


| Forum, sales manager. 


February 3, 


Pick Frank Presbrey 
Lawrence Management, Inc., 
Bronxville and Mt. Kisco, N.Y., has 
appointed Frank Presbrey Company, | 
New York, to direct advertising of 
its real estate, except Hotel Gram- | 
atan. 
= ee | 
‘ . . ” 
“Daily Times” Moves | 


The Chicago Daily Times has | 
leased seven floors in the building 
of the former Chicago Evening Post, 
211 W. Wacker Drive, and will oc-| 
cupy its new quarters as soon as 
alterations have been completed. 


Ad Clab Gives Cup | 


The San Antonio Advertising Club | 
will give a loving cup each month to | 
the copywriter of the best advertis- 
ing campaign appearing in local. 
papers. 


The Quality Group of magazines | 
has re-elected Carroll B. Merritt, | 
Scribner’s, as chairman. Other offi- | 


cers are H. B. Todd, Current History, | 


secretary, and Waldo F. Sellew, | 


i, 


— 


ADVERTISING 
EXECUTIVE 
WANTED 
A medium sized Chicago 
Agency of excellent reputa- 
tion—well established and 
serving an unusually high- 
grade clientele—will discuss 
with the right man the pos- 
sibility of a third partner- 
ship without 
capital investment. This man 
must be self-supporting and 


arrangement 


in a position to add materi 
ally to the billing of this 
agency. Address your reply 
to Advertising Age, 537 S. 
Dearborn St., Chicago, Box 
No. 423. 


a 


» Why not send your 


20 E. 8th STREET 


your product is sold 


to the HOME. 


advertising matter there. 
People are BUYING from the 


advertisements and samples de- 
livered to their homes—as we do it. 


@e°2 LET'S TALK 


IT OVER. 


BIG 4 ADVERTISING CARRIERS 
CHICAGO 


ALL PHONES HARRISON 6084 


ADVERTISING 


ers of America, and is also said to | 
|be satisfactory to the National Drug | 
| Trade Conference. | 

If the new measure is introduced | 
independently it will increase to five | 
(the number of bills now before con. | 
gress on the subject of food and | 
(drug regulation. The other four are | 
jthe Copeland, Tugwell, Black and 
Sirovich bills. 


Standards Changed 


One of the important points in| 
in which the Dunn measure differs 
from the Copeland bill is its pro- 
vision that a food is misbranded or 
falsely advertised if its label is false 
in any particular, or if not false, it is 
actually and injuriously misleading 
to the public. The Copeland bill does 
not take into consideration whether 


one. 

Another extremely 
change is made in the standards pro- 
vides for minimum standards only, 
| mitted 
mittee. 

The provision that every ingredient 
must be listed on the label in all 
eases where government standards 
have not been set, thus requiring dis- 
closure of private formulae, has also 
been deleted. 


to an expert 


Appoints Henkel 
F. W. Henkel has been appointed 
|to represent Psychology Magazine in 
Chicago. 


or not injury or harm is done to any: | 
important 
| Vision, which in the Dunn draft pro-| 


which can be set only after being sub- | 
advisory com-| 


LAYOUT DESIGN 


has been enthusiastically received by Art Directors and 
instructors of advertising art. In these well-illustrated | 
pages you will find the fundamental principles of adver- | : ‘a 
tising design clearly, concisely presented. Here you will | Ae 
find no unnecessary elaboration, no extraneous material. | 
Simplicity and directness of thought make this book an | 
unusual source of ideas and suggestions for the artist, 
instructor, and student. (Price One Dollar.) 


MAHLON A. CLINE 
645 Summer Avenue 
Newark, New Jersey 


Al 
LAYOUT Bésian 


ln the centers 


: 


ADVERTISING CITY 


Agency men (and women), publishers’ representa- 
tives, publishers, printers, engravers and typog- 


‘s _ raphers are finding that the Hotel Winthrop has 


LY 
~ 


mn \\ 


«. large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy: 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single.. 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


_ 47th Street and Lexington Avenue - New York City 


A 5 2 & 8S 


SMITH HOTEL 
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ADVERTISING AGE 


—_ 


Gonlitiaii Named 


Harry S. Goodman has been ap- 
pointed subscription manager for De- 
pate Magaztne, New York. 


You y 


need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


WE WON’T 
| try to write “smart” copy nor 
| even use “art” in calling to 

the attention of the advertising 
and allied industries the many 
unusual facilities of The Hotel 
Shelton in New York. 


WE WILL 


give these simple facts. The 
Shelton is a modern hotel of 32 
stories. In the heart of the so- 
called advertising center, Lex- 
ington Avenue at 49th St. a 
few minutes walk from the 
Graybar, New York Central 
Chrysler, Chanin, Daily News, 
| Rockefeller Plaza and_ other 
| 

| 

| 


important buildings. 


Prominent agencies, represen- 
tatives, publishers, typographers 
and printers are all conveni- 
ently located. 

The Shelton is not a typically 
commercial hotel. It possesses 
a charming continental at- 


mosphere. Rooms are cheer- 
fully cozy. Daily rates as low 
as $2.50. Monthly rates begin 


at $45.00. 


And here is something extra— 
at no extra tariff—guests are 
privileged to use the famous 
Shelton swimming pool, the 
gymnasium, squashcourts, roof 
garden, library and solarium. 


LUNCH HERE! 


with your associates. A delight- 
| ful lunch for 55e. Dinner and 
| Dance Music $1.00. 


Cocktails 25e, 30ce, 35¢ 
That’s the complete story. Now 


well appreciate it if you will 
tell our Mr. Pedlar, that you 
plan soon to see if all this is 


really so. Make a date now by 
Signing your name to the cou- 
Pon “of all things to ask an 
‘ad’ man,” 


HOTEL 


SHELTON 


Lexington Ave. at 49th St. 


NEW YORK 
MR. PEDLAR, 
Otel Shelton 
Xington Ave.-49th St., N. Y. 
wounds Good ! Sure I'll be over. 
or ( )lunch ( ) dinner ( ) room 
® Or about. 


Name 


Addr, 8s 
Naa 


GREAT YEAR FOR 
ADVERTISING OF 


AUTOS FORESEEN 
(Continued from Page 1) 
| thority on automotive advertising in 
| the world, was interviewed by ApvER- | 
TISING AGE at his suite in the Black- 
stone Hotel, during the Chicago 
Automobile Show, the second big 
national exhibit which is starting the | 
| motor world off on what promises to 
| be a magnificent come-back to sub- 
| stantial volume and prosperity in 


} 


1934. 

| Mr. Ewald seldom talks for publi- 
cation, but the outlook for 1934 is so 
| interesting that he broke his custom 
|of remaining in the background and 
lletting the advertising speak for 
itself. 

Bigger Volume Assured 


“Bigger volume of car sales is as- 
sured for 1934,” said the dynamic 
Detroiter. “That alone will mean 
more advertising, because it is the 
policy of this industry to appropriate 
for advertising a definite amount for 
each car sold. But in addition the 
competitive situation in 1934 will de- 
mand the exertion of all available 
advertising pressure in behalf of the 
industry’s leaders to maintain lead- 
ership and promote acceptance with 
trade and public. Under those con- 
ditions, it seems to me that there is 
a very good chance for automotive 
advertising, at least as far as the 
accounts we handle are concerned, to 
reach an advertising volume in 1934 
that will compare favorably with the 
peak year of 1929.” 

Mr. Ewald is a great believer in 
advertising, but insists on placing it 
in its proper position in the scheme 
of successful business. 

“The product comes first,” he as- 
serted. “You can’t advertise a poor 
automobile, or a poor product of any 
kind, successfully today, no matter 
how much you might be willing to 
spend for it. I put ‘product’ first in 
writing the formula for successful 
merchandising. 

“Next in importance is sales man- 
agement and distribution. A very 
good product must inevitably fail to 
achieve permanent success if it lacks 
proper sales direction. The sales ex- 
ecutives and dealers represent the 
machinery for getting business and 
translating public acceptance into 
orders. 

“Advertising, then, is third in im- 
portance but it is an absolutely in- 
dispensable part of the merchandis- 
ing plan. No product, no matter how 
good, can be sold today—and kept 
sold—without advertising, advertis- 
ing that commands public respect 
and acceptance, along with unques- 
tioned trade prestige.” 


Deplores Advertising Halos 


Mr. Ewald’s placing of advertising 
third in the scale of importance gave 
him a chance to comment somewhat 
ironically on the old advertising cus- 
tom of placing halos around adver- 
tising campaigns and advertising 
men associated with business suc- 
cesses. 

“One of the things advertising 
needs,” he said positively, “is a real- 
ization that the interests of business 
come first. There is no solid mer- 
chandising success that is just an 
advertising success—advertising is 
simply the tool which business uses 
to achieve its objectives. I prefer to 
regard myself as a business man spe- 
cializing in advertising rather than 
as just an advertising man.” 

The practical character of these 
|comments is given point by the fact 
‘that the Campbell-Ewald head has 
/been a pioneer in the development 
|of market surveys, consumer studies 
/and sales analyses which have 
clearly indicated sound methods of 
| advertising and sales promotion. No 
mere “clever copy” idea suffices as 
| the basis of an advertising and mer- 


established preferences for the cars 
they intend to buy. Personal experi- 
ence, word-of-mouth advertising, and 
the publicity campaigns of the manu- 
facturers and _ distributors have 
brought the sales situation to a point 
where only 30 per cent of the market 
is responsive to bell-ringing and 
other cold-turkey sales solicitations. 


Enormous Responsibility 


“That puts an enormous responsi- 
bility on advertising and _ those 
charged with its development. It in- 
dicates the important part that copy 
plays in creating the initial impulse 
that is responsible for 70 per cent of 
the retail sales.” 

Some of the most successful Camp- 
bell-Ewald methods have been due 
to insistence upon studying the ac- 
tual buyer in person—analyzing him 
from the standpoint of his business 
and social standing, income, neigh- 
borhood, family, etec., and thus pic- 
turing the “ideal buyer” for each 
type of car. As a result some very 
accurate definitions of markets have 
been laid down, which furnish un- 
erring indications both as to field 
tactics and advertising methods. 

Mr. Ewald is one of the most con- 
firmed believers in the desirability 
of “telling the world,’ from an ad- 
vertising standpoint. For example, 
while Cadillac and LaSalle owner- 
ship naturally lies among possessors 
of the higher incomes, the advertis- 
ing programs for these famous cars 
are so broad as to insure complete 
public acceptance. 

“Why do people buy fine cars, seek 
social eminence and like to see their 
names and pictures in the newspa- 
pers?” asked Mr. Ewald. “Because of 
the natural human liking for public 
acclaim and recognition. And, on 
the other hand, why do people in 
every walk of life read every word of 
the accounts of social spectacles in 
which they have no part, and attend, 
as spectators, the brilliant functions 
reported in the society columns of 
the newspapers? Becase they get a 
kick out of knowing all about the 
kind of life which every American 
truly feels that he may one day en- 
joy. That is why our idea of suc- 
cessful advertising of Cadillac-La- 
Salle means making the wonderful 
prestige of these cars a reality to the 
whole public, and not just to the sup- 
posedly small and exclusive group 
from whom the immediate orders 
come.” 


Studies Others’ Methods 


Mr. Ewald’s success in directing 
the largest advertising operations in 
the automotive world is based on the 
fact that he is never satisfied with 
present achievement. He knows 
competitive products and advertising 
as well as he knows those with which 
he is associated. 

“I spend as much time at the 
shows,” he admitted, “looking over 


FOND FAREWELL 


The Reign of This Man is Over! 


He is A “BOOTLEGGER” and Bootleggers are 
PEOPLE Who 


Outlaws Now! 


The me Need cee ae eed Me ets eee 


Unusual page which appeared in 

the “Honolulu Advertiser" in 

January, bidding goodbye to 

bootleggers. It was sponsored by 
16 local business houses. 


exhibits of other products as in the 
study of our own. I believe in re- 
specting competition, and never un- 
der-estimating the other  fellow’s 
product, his sales methods or his 
advertising. That is a theme I am 
constantly preaching to our organi- 
zation.” 

Although still a young man in ap- 
pearance, speech and action—he is 
only 49—Henry Ewald is the auto- 
motive industry’s accepted advertis- 
ing veteran. Starting in at 19 as the 
advertising manager of the D&C 
Navigation Company in Detroit, he 
entered the automotive advertising 
field only a few years later as a 
member of the old E-M-F advertising 
department at South Bend, Ind. Then, 
with his entry into the agency busi- 
ness in Detroit some 23 years ago, he 
secured the Hyatt Roller Bearing 
Company’s account, which he is still 
handling. That was the beginning of 
a close association with Alfred P. 
Sloan, Jr., and the General Motors 
Corporation which has been respon- 
sible for the successful expenditure 
of over $100,000,000 for automotive ad- 
vertising in the past quarter century. 


Activities Are Varied 


Mr. Ewald’s activities have not been 
confined to the automotive field, how- 
ever. The business of his office is 
varied in character, including such 
widely diversified products as rub- 
ber specialties, footwear and beach 
garments, adding machines, cash 
registers and typewriters, railroads 
and air transport lines. Most of 
these accounts are leaders in their 
respective lines. 

Not all of the energies of this fa- 
mous Detroiter have been consumed 
in the development of his own busi- 
ness. Throughout his busy career he 


has found time to devote to adver- 
tising in general. 

At the very beginning of his busi- 
ness life, twenty-seven years ago, he 
organized the Adcraft Club, Detroit, 
one of the foremost advertising or- 


ganizations in the country. He still 
is a director of the club. In national 
advertising affairs Mr. Ewald has 


long been a member of the American 
Association of Advertising Agencies. 
He is a past chairman of the board 
and present director of the 4 A’s. 


| He now is chairman of the board of 


the National Outdoor Advertising 
Bureau and a director of the Adver- 
tising Federation of America. 

Mr. Ewald’s agency is first in the 
volume of business placed with the 
Saturday Evening Post and with 
many of the nation’s leading news- 
papers, and has numerous other 
“firsts” to its credit, including the 
outdoor advertising field. 


Win Many Prizes 


In the outdoor field it not only has 
placed over a period of years the 
largest volume of outdoor business of 
any advertising agency in the coun- 
try, but it has won a majority of all 
the prizes offered at the national 
poster exhibitions for excellence of 
design. During the last three years 
five out of nine major prizes awarded 
at these exhibitions have gone to the 
Campbell-Ewald Company. 

In spite of that imposing record of 
success, Mr. Ewald is still not in the 
market for any advertising halos. 

“All of us advertising men,” he 
told AbVERTISING AGE in closing the 
interview, “ought to remember that 
to succeed in 1934 we must be real 
business men, employing advertising 
to get maximum results and profits 
for business. That’s our function— 
and not just trying to glorify adver- 
tising, as Mr. Ziegfeld used to glorify 
the American girl.” 


Wheeling Steel in A.N.A. 


Wheeling Steel Corporation, Wheel- 
ing, W. Va., has been elected to mem- 
bership in the Association of Na- 
tional Advertisers, Inc. J. L. Grimes, 
general advertising manager of the 
company, will represent his company 
in the A.N.A. 


225 N.MICHIGAN AVE 
STA.4047 

919 N.MICHIGAN AVE 

ZUP. 2621 


221 N.LA SALLE STREET 
RAN. 3270 


a 


|chandising program with which he 
has anything to do. | 

“Remember,” he said, referring | 
‘again to automotive advertising, 
'“that 70 per cent of the people who | 
come into the automobile show- 
rooms are pre-sold. They have’ 
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tions the trends by which 
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of equipment and accessories can guide 
their selling and promotional efforts. 


AMERICAN ARTISAN since 1880 has 
served the warm air heating field and, 
with residential air conditioning develop- 


ments centering around the warm air type 
of system, has naturally assumed the 
leadership in air conditioning for the 
home and smaller buildings. 


HEATING, PIPING AND AIR CONDI- 
TIONING is the engineering authority in 
and 


commercial 
Ww tioning. 
E ouipMeENT, engineering and marketing 
developments in air conditioning all indi- 
cate that now is the time to line up with 
I|| the expanding opportunities offered by 


this new industry in its two major fields— 
the residential and the commercial and 
industrial. Both these markets have long 
since passed through their experimental 
stage, now show by thousands of installa- 


manufacturers 7"""" 


These two publications, leaders in their 
respective fields, have established Keeney 
Publishing Co. as headquarters for all air 
conditioning information. ; 


Write for sample copies of AMERICAN ARTISAN 
and HEATING, PIPING AND AIR CONDITION- 
ING and see how they cover their fields, how they can 
work effectively for you. 
willing co-operation in planning your marketing pro- 


Ww 
KEENEY 
PUBLISHING COMPANY 


1900 PRAIRIE AVENUE, CHICAGO, ILL. 


industrial air condi- 
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Call on headquarters for 
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™ MONTGOMERY WARD PACKAGES GO MODERN 


Hy 


“SIMPLE: ECONO 


AUTOMATIC ELECTRIC WATER HEATER 


Some of Edison General Electric 
Appliance Company's newest 
dealer display material for its Hot- 
point water heater. The panel at 
the left is equipped with flasher 
and shadow box behind a large 
photograph of an attractive girl 


THE NEBBS GO TO WORK FOR LUX 
THE INIEBBS 24 Goon foes For Once 


’ MOTD THEM ey 


Page from the brochure which Montgomery Ward & Co. have just 
distributed within the organization, showing old and new packages 


in negligee. When the lights flash 

on the scene changes, and by 

means of a tinted enlargement, 
the girl appears as above. 


for a number of items. [Story on page 13.] 


ANOTHER TOUGH G-E ASSIGNMENT 


SAY— IS THIS A HOSIERY SALE? 
BATHROOM FULL OF STOCKINGS 
AND ME WITHOUT A CLEAN 

SOCK, TO MY NAME — 


me ae YOUR SOCKS ARE /N 


“y i) ’ THE CLOTHES HAMPER THE TIME — 
DIRECTS ADVERTISING , eo se pee 
G wt ~! 
. - 25H \\\' 


LUX for Socks and Stockings | 


2 Minutes a Day doubles Wear... 


MAYBE IF YOU WASHED MY SOCKS 
WITH LUX EVERY DAY LIKE YOu 
DO YOUR 
STOCKINGS, | 
WOULDN'T BUST 
THROUGH AT 
THE TOE ALL 


The Nebbs, popular comic strip characters, have taken on a new job, 


this newspaper copy for Lux which appeared this week indicates. J — 
i agree 
» their 
L____ ; verge 
. —" NO MAGIC TRICKS FOR PEBECO tails, 
When 200 topnotch G-E refrigerator salesmen were given a trip to by a 
Bermuda, P. B. Zimmerman, manager of the specialty appliance divi- ; DUSTR 
sion, and Walter Daily, sales promotion manager of the department, = of ty 
were among the G-E officials who chaperoned the party. Here are ce Oe 3 ae eee fined 
Mr. Zimmerman (next to the captain) and Mr. Daily (at right) on the Prenat igs dustr 
deck of the Queen of Bermuda, accompanied by Will |. Wilt, Electric contly appointed director of ad- oe 
Household Appliances, Inc., Dallas; Lehman Wood, L. W. Driscoll, vertising of Graham-Paige Motors “nity 
Inc., Charlotte, N. C.; and E. H. Campbell, Rex Cole, Inc., New York. Corporation, Detroit. o 
St. L 
chose 
TH®EE-DiiiENSIONAL OUTDOOR DISPLAY FOR ACME WHITE LEAD Chat 
: a ee Bonen Be = this ¢ 
HE DOESN'T it ig: 
BELIEVE THAT rent | 
| RABBITS COME Of 
OUT OF BATS ng 
whet] 
; ‘ype, 
; ; . nly 
ACME QUALITY WILL PROTECT his 
i ; CF ang &c ” s ‘eVer 
a ta" : meee a candy” tooth paste can protect his teeth F 
House Pal NT RR —* UR HOME | When he makes a business decision, his keen, In this carefully supervised test, Pebeco paste which has « base of Potassium Oi Ka 
ame ake 2 : logical mind goes straight to the heart of the —_— proved best on every count . . . for whiten- rate, an active agent for keeping teeth, 62 ig f 
+ a > fa tiie. chee. -_s at problem. And in choosing a dentifrice, he re- ing, for polishing, for removing stains and and mouth tissues healthy. a 
2 ence fuses to let a tooth paste that merely tastes _ film, for healing gums and for checking ; ke its retro ‘ive 
7% bb - AL, E ; Ba good divest his attention from the real issue: mouth acid which leads to tooth decay. = Pebeco. You'll ot oie ft ‘rg 
RIN YU. cegn Sat pete gio Ge Vet 'eeeale tw nesses Bubeco is the only tooth aheden tee to mouth! las 
In the famous nation-wide Twin Tests, rec- ‘lone 
RIO IRR MER RRR pe pen ee poet ee “ 
f OO AAA \ #4 4.0.3,.8,0,4: OK the five pe edi txt pes - Pp . a BECO On 
: similarity of their scualiie, oie, TOOTH * PASTE “ * th 
J dental structure and mouth conditions. spats sant teaaeie tees *pog 
——— “oth 
New three-dimension display erected in Detroit by Walker & Co. for Acme White Lead and Color Works. Bene 
At night the tiny village nestling at the foot of the Acme can is illuminated, brightly calling attention to Pebeco, which doesn't taste as good as some other tooth paste’ ive 
the colorfully painted exteriors of the houses. The display is painted throughout with the advertiser's own makes capital of its lack of "candy taste" in this large size newsP® - 
| 


products. The Acme agency is Henri, Hurst & McDonald, Inc. 


copy which appeared in the south last week. 
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UNUSUAL ACTION EXHIBIT AT ROAD SHOW 


— — 


= Portland Cement Association # 


CHICAGO, ILLINOIS 


yse uo 


The dial shows average operating cost of an automobile over every kind of road, according to the 
Portland Cement Association's display at the show. 


New Type Road Show 


Gives Manufacturers 
Interesting Problem 


Chicago, Feb. 1—The 31st annual 
convention and highway exhibit of 
the American Road Builders’ As- 
sociation came to town last week 
under conditions which tested the 
ingenuity of advertising and sales 
departments of manufacturers seek- 
ing the contractors’ business. 

The highway exhibit, which on its 
last appearance in Chicago, taxed 
the capacity of the huge Coliseum, 
was quartered in the less spacious 
exhibit hall of the Stevens Hotel. 
The available space was divided 
into standard booths so small that in 
the majority of cases it was neces- 
sary for the exhibitor to show his 
product in miniature, if at all, 

Attendance at the convention ran 
between 5,000 and 6,000. Some of 
these were dealers who came in for 
their annual contacts with their 
manufacturers, but there were 
enough contractors and engineers on 
hand to give salesmen plenty of op- 
portunity to do their stuff. Most of 
the visitors were optimistic as to the 
outlook, believing that the next sixty 
days will see a real renaissance of 
road work. 


\Modern Type Faces 
Highly Popular in 


Industrial Field 


Fa 
F 
| New York, Feb. 1—Industrial adver- 
B ising managers find no difficulty in 
Hagreeing on the basic principles of 
Stheir work, but harbor widely di- 
'vergent views when it comes to de- 
tails. This fact was again revealed 
by a questionnaire by CLass & IN- 
NUSTRIAL MARKETING on the subject 
of type faces. This inquiry was con- 
lined to members of the National In- 
dustrial Advertisers Association. 
Since the objective was merely to 
Spotlight trends, not all of the mem- 
bers were included. 
At a meeting of the N. I. A. A. in 
St. Louis a few years ago, a speaker 
those for his subject, “Must It Be 
Chelt Bold?” the implication being 
that the industrial field is partial to 
this type face. If this was ever true, 
‘tis no longer, according to the cur- 
‘ent investigation. 
Of 50 advertising managers reply- 
"€ Specifically to the question of 
Whether or not they have a favorite 
‘de, 34 replied in the affirmative, 
‘uly 16 in the negative. Most of 
ose in the former class mentioned 
eel faces, according to whether 
“* lise was for heads or text. 


Kabel Leads Parade 
Kabel leads all in popularity, judg- 


ng ‘rom the number of times it re- 
“ved mention, 11. Bodoni and Fu- 
ata diy ided second honors, each get- 
"s 7 votes. Garamond was men- 


hed 6 times; Caslon, 5; Girder, 
Bookman, 3, and Vogue, 2. 
‘One-time mentions included most 
_ the faces in the armament of the 
Cone Pher, such as Franklin 
Inaehie Deepdene, Cushing, Gothic, 
Bre hg Book, Tempo, Neuland, 
Metr _— Nubian, Trafton Script, 
” ” “ coper Bold and Cloister. 

'e Cheltenham Bold supposedly 


so popular with industrial advertis- 
ing men failed to get a single men- 
tion. 

The survey indicated that indus- 
trial advertisers are intensely inter- 
ested in good typography. Many who 
used the services of the advertising 
typographer a few years ago, but 
were forced to discontinue this habit 
because of the pinch of hard times, 
deplored this hardship and expressed 
the hope that they might soon again 
have the benefit of expert typesetting. 

One of the questions asked in the 
questionnaire was: “Do you think 
it best to use a type face which is 
generally accepted and used, or to 
be altogether different?” This elicited 
some interesting replies, of which 
several follow: 


Hard to Be Different 


“Different.” “Don’t think we should 
refuse to make pages attractive just 
to be different.” ‘Selection of type 
face depends greatly on lay-out and 
product; as a rule, better to stay 
orthodox.” “Different, if it has 
strength.” “Believe in using a gen- 
erally accepted face.” “Depends on 
result to be achieved.” “We use a 
type that can be read—and will be.” 

F. O. Wyse, of the Bucyrus-Erie 
Company, Milwaukee, summarized 
the belief of many when he com- 
mented, ‘Provided we could obtain a 
well-formed, easily-read, attractive 
face, we would prefer to have it dif- 
ferent or ‘exclusive.’ But it can’t be 
done.” 

D. C. Grove, Blaw-Knox Company, 
Blaw-Knox, Pa., represented the min- 
ority view with the remark that se 
lection of type is important, “‘but not 
to the extent that many think.” 

R. W. Denman, Troy Laundry Ma- 

(Continued on Page 12) 


BASIC CODE IS 
ADOPTED UNDER 
MAP AUSPICES 


Construction Machinery Rules 
Effective Feb. 5 


Cleveland, O., Feb. 1——As the re- 
sult of a meeting held here, a basic 
code has been adopted by the ma- 
chinery industry. It has already 
been presented to the NRA by the 
Machinery and Allied Products Insti- 
tute, Chicago, and hearings. will 
begin February 19. 

While each constituent group of 
MAPI wil submit a code embracing 
trade practice rules for its field 
each such code will be built on the 
principles laid down by MAPI, whose 
basic code concerns itself chiefly 


with labor provisions. George B. 
Torrence, president of Link-Belt 
Company, Chicago, is chairman of 


the basic code committee. 


Code of Machinery 
Dealers Is Signed 


Washington, D. C., Feb. 1.—Presi- 
dent Roosevelt has affixed his signa- 
ture to the code of fair competition 
for the construction machinery dis- 
tributing trade and it goes into effect 
February 5. 

One of the most interesting pro- 
visions of the code is that which 
seeks to bar trade-ins as a sales fac- 
tor. It prohibits: 

“Accepting or offering to accept 
used machinery or attachments, used 
equipment or other property in trade 
on the purchase price of new ma- 
chinery or attachments, or allowing 
or granting credit, directly or indi- 
rectly, therefor; providing, however, 
that nothing herein contained shall 
be construed to prevent a member of 

(Continued on Page 11) 


Movies Still Popular 


Even in the old days when power 
shovels and other heavy equipment 
could be displayed at the road show 
“as is,” moving pictures showing 
them having a good time out on the 
job were popular. The new condi- 
tions emphasized the usefulness of 
films. Movies were running con- 
stantly in a score of booths, includ- 
ing those of the Chain-Belt Company, 


Milwaukee; Fuller Manufacturing 
Company, Kalamazoo, Mich.; Ohio 
Oil Company, Robinson, O.; Mac- 


asphalt Corporation of America, New 
York; Kinney Manufacturing Com- 
pany, Boston, and others. 

Second only to moving pictures in 
popularity were automatic slides, in 
some cases accompanied by explana- 
tory captions and so cleverly 
arranged as to rival the effect of 
movies. Literally thousands of still 
photographs were used in booths, in 
scores of different ways. Some 
were colored, to simulate nature; 
others were affixed to revolving cyl- 
inders. Jumbo photographs, made 
with special cameras and plates, 
were used by Blaw-Knox Company, 
Pittsburgh. 

Action displays seemed to have 
first call on the affections of road 
contractors at the show. One of the 
most interesting of these was pro- 
vided by the Portland Cement As- 
sociation, Chicago, which showed an 
automobile buzzing over the country 
at a high rate of speed, which, how- 
ever, varied according to the type of 
road encountered. 

Average cost of operation per mile 
also varied sharply, according to the 
accompanying diagram. When the 
car was rolling along over concrete, 
this cost amounted only to 5% cents; 
when the little car hit a road with 
a bituminous base, the finger pointed 
at the 6% cent mark; when gravel 
was reached, the unerring hand 
moved over to 6% cents, finally soar- 
ing to 7% cents when earth roads 
were reached. 


Models Tell Stories 


Small models, accurately built to 
scale, were utilized by several ex- 
hibitors to show minute details of 
construction of their equipment. The 


Wood Hydraulic Hoist & Body Co., 
Detroit, and the Trackson Company, 
Milwaukee, adopted this plan. The 
former had a miniature dump work- 
ing for the benefit of contractors, 
while Trackson contented itself with 
showing a wheel, built to one-fourth 
seale, of one of its fifteen-ton craw!l- 
ers. This aluminum wheel is so light 
that it can be carried by the com- 
pany’s salesmen without difficulty. 

Perhaps the latest device embody- 
ing the desired action principle was 
that displayed by the Tuthill High- 
way Guard Company, Chicago. One 
of the guards was established in 
front of a fast-moving landscape, 
which, it developed, was nothing less 
than an oil painting, operated by 
motor-driven spindles, The invention 
came from the brain of M. D. 
O’Bryan, an executive of the Gaw- 
O’Hara Envelope Company, Chicago. 
Mr. O’Bryan loaned the device to 
Tuthill for the road show. The oil 
painting is 20 feet long and seven 
feet high. It is so skillfully painted 
and operated that the observer has 
difficulty in convincing himself that 
he ‘s standing still and the land- 
scape is doing the moving. 

Chrysler Corporation has become 
actively interested in the road con- 
struction field, not with a motor 
truck, as one might surmise, but 
with the Amplex air compressor. 
This product, less than a year old, 
was on display at the road show for 
the first time. 


Chevrolet Trailer Busy 


Chevrolet Motor Company, among 
several others in its field, was also 
on hand, showing a stripped chassis 
of a Chevrolet truck and the truck 
parts display trailer which covered 
11,732 miles in 1933. . Transparent 
signs attracted attention to the 
booth. 

A little brother of the famous di- 
nosaur which represented the Sin- 
clair Refining Company at the Cen- 
tury of Progress in Chicago last 
summer was also present, wagging 
his head from side to side seeking 
what he might devour. This dinosaur 
was not as bloodthirsty as might be 
supposed, however, as a cave man, 
scantily attired in leopard skins and 
badly in need of a new shave, was 
perched on his back. The dinosaur 
was towing a crude contrivance, the 
road builder of that age. 

Sinclair gave the customers some 
idea of the numerous types of oils 
available to modern industry by dis- 
playing a diagram of a refinery 
which showed at what stage of the 
work each oil was ready for use. 

Charles Hvass & Co., New York, 
displayed a miniature road scraper 
in action on a circular road,—an ex- 
pensive display, but one which ap- 
parently justified the investment. 

Scintilla Magneto Company, Sid- 
ney, N. Y., gave a demonstration of 
its dust-proof magneto, the dust em- 
ployed coming, according to the at- 
tached legend, from the Imperial 
Valley, California. This section, an 
attendant explained, provides the 
dustiest dust which ever prevented 
a magneto from functioning. 

Lakewood Engineering Company, 
Columbus, producer of highway 
safety signs, showed many of them 
in action. The list included a num- 
ber operated by batteries, inde- 
pendent of power lines. 

Williamsport Wire Rope Company, 
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INDUSTRIAL MARKETING SECTION 


February 3, 1934 


Chicago, also used a highway “Stop” 
flasher to halt the crowds. Armco 
Culvert Manufacturers Association, 
Middletown, O., used neon signs, as 
did a number of other exhibitors. 


Other Promotion Methods 


The United States Bureau of Pub- 
lic Roads showed the Appian Way 
in course of construction in the days 
when dirt-moving was a slow and 
painful process. The panorama was 
constructed to scale on a 1-24 ratio 
and was so instructive that it was 
held over for the Chicago Auto- 
mobile Show this week. 

Cleveland Tractor Company dis- 
played what is probably the world’s 
largest diagram. Arrows running 
from a photograph of its crawler 
tractor ran to huge circles which 
spotlighted each interesting feature. 

The Barrett Company, New York, 
sponsor of Tarvia, used automatic 
slides successfully. The photograph 
and captions, three to a slide, clicked 
into place as ingeniously as some 
of the road-building machinery on 
display. 

American Manganese Steel Com- 
pany, Chicago Heights, Ill., was busy 
explaining the advantages of the 
one-piece interchangeable lip dipper 
which it displayed. 

The truck manufacturers appealed 
to the pride of the contractors with 
highly-colored jobs. Studebaker, for 


instance, showed a flashy bright red 
body, while Federal Motor Truck 
Company went it one better with a 
“yaller” body. 

The E. H. Anderson Equipment 
Company, Chicago, showed a piece of 
its dirt-moving equipment, including 
the huge Firestone tires built to 
carry 10,000 pounds. While these 
casings are now standard with Fire- 
stone, the contractors present dis- 
played unflagging interest in the 
shoulder-high balloons. 

Austin- Western Road Machinery 
Company, Chicago, used a small 
model] to illustrate a new principle 
introduced into one of its machines. 


Russian Engineers 
Make Translations 


The Bureau of Russian Technical 
Translations has been formed at 5871 
DeGiverville Avenue, St. Louis, by a 
group of Russian engineers. 

The purpose is to offer Russian 
translations of engineering articles 
and advertisements. 


Promotion for Iden 

V. Gilmore Iden, director of public 
relations for American Institute of 
Steel Construction, New York, has 
become acting secretary. He for- 
merly served Penton Publications, of 
Cleveland, in New York and later 
was managing editor of the New 
York Journal of Commerce. 


RODGER ASSIGNS 
BiG NEW JOB 10 
SPACE SALESMEN 


Chicago, Feb. 1.—Space salesmen 
for industrial publications are con- 
fronted with the necessity of selling 
management on advertising, in the 
opinion of John M. Rodger, western 
general manager of McGraw-Hill 
Publishing Company. In an inter- 
view with Ciass & INDUSTRIAL MAR- 
KETING, Mr. Rodger elaborated on the 
views expressed recently before the 
Chicago Business Papers Associa- 
tion. 

“When an advertising manager 
has an appropriation,” commented 
Mr. Rodger, “the salesman for an in- 
dividual paper has all of the oppor- 
tunity he should want to sell his in- 
dividual paper—to get his share of 
the appropriation. 

“But too few advertising managers 
have appropriations that can be 
ranked as such. Hence, the space 
salesman must tell his story to the 


men at the top—sell them on the 


= 


Power Plant at Longview Hospital, Cincinnati, described in recent issue of POWER PLANT 
ENGINEERING. Here, modernized boilers. stokers, engines and other units resulted in a 
saving of $42,000 a year over the former power plant. 


Power Plant Services 
Provide Vast Market 


The power plant field is a contin- 
uous market for all machinery, 
equipment and supplies used in 
the generation, transmission, dis- 
tribution and utilization of steam, 
water power, internal combustion 


engines, electricity, 


air, and refrigeration. 


Competition in industry is com- 
pelling many improvements in 
power service methods and equip- 
ment. Power plants all over the 
country are now being modernized 
and re-equipped to reduce power 
costs and increase profits. 
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Launching of many Federal and 
non-Federal PWA financed power 
plant projects (35 of which, in- 


expenditure of more 


than $30,000,000 for machinery 
and labor, are listed in February, 
POWER PLANT ENGINEERING) 
further assures extensive buying 
in the power plant market. 


On request we shall be pleased to 
tell you more about the power 
plant market and to suggest how 
POWER PLANT ENGINEERING 
can present your sales story to this 
important market at the lowest 
possible cost. 


53 West Jackson Boulevard, Chicago, III. 


—— 
ee 


RYERSON HOLDS FIRST NATIONAL SALES 
CONVENTION 


A special train brought salesmen of Joseph T. Ryerson & Son, Chi- 
cago, to headquarters for the first national sales convention ever 
held by the company. Two hundred men heard the story of 1934 
objectives and advertising. This group seems to be congratulating 
the engine crew on getting them over the road on schedule. 


greatest opportunity in the history 
of the country. Needless to say, 
this story must be changed ma- 
terially. 


Common Denominator 


“Top executives are not interested 
in advertising or individual papers, 
but they must be interested in mar- 
kets and sales. That is why I tell 
our men that one thoughtful sales 
talk is worth a hundred of the old 
kind. By a thoughtful sales talk, I 
mean one based on a study of the 
specific problems of a manufac- 
turer.” 

A 30 billion dollar market, repre- 
sented by the replacement of obso- 
lete industrial machinery and equip- 
ment, existed in 1929, Mr. Rodger 
pointed out. A recent study by 
American Machinist showed that an 
additional 7 billion dollars has been 
added to this stupendous market by 
inactivity during the depression. In- 
dustry stood still, while invention 
marched on. 

“Between now and June 1,” con- 
tinued Mr. Rodger, “the United 
States Government is going to inject 
9 billion dollars into the veins of 
industry. No one who has any stake 
in any business can fail to get some 
part of this huge expenditure. In 
the words of one expert, nothing 
short of a calamity can halt one of 
the greatest business tides ever seen 
in this country. 


Time for Action 


“Therefore, 90 per cent of selling 
effort should be directed at the men 
at the top of industry, to awaken 
them to consciousness of the truly 
breath-taking opportunity crying for 
attention.” 

Mr. Rodger added that the efforts 
of Malcolm Muir, president of Mc- 
Graw-Hill Publishing Company, who 
has just returned to his duties after 
serving as deputy administrator in 
the NRA, were partly responsible for 
making Washington aware of the 
part in prosperity played by capital 
goods. 

A definite decision to finance such 
purchases through extension of long- 
time credits has been reached at the 
capital. All that remains is to work 
out details. 


Feiker Secretary of 


Engineering Council 
Frederick M. Feiker, well known 
in the industrial field through his 
former work as managing director 
of the Associated Business Papers, 
Inc., has been appointed executive 
secretary of the American Engineer- 
ing Council, Washington, D. C. 
After leaving the A. B. P., Mr. 
Feiker served as director of the Bu- 
reau of Foreign and Domestic Com- 
merce, Department of Commerce. 


Editors Plan 
Washington Trip 


The National Conference of Busi- 
ness Paper Editors will meet in 
Washington, Feb. 16-17, according to 
present plans. 

Meetings will be held with govern- 
ment officials directing the present 
recovery program. 


IMPORTANCE OF | 
RESEARCH SEEN| 
BY ADVERTISERS, 


Turn to Business Press for 


Latest Data 


Chicago, Feb. 1—Business papers 
of the country are prepared to do 
their share toward accelerating re 
covery by research of a general na: 
ture showing the needs of their re 
spective fields, it was made clear at 
the January meeting of the Dotted 
Line Club of Chicago. 

The only question is how far any 
paper should be expected to go in 
making surveys to show the market 
for individual products, particularly 
when there is no guarantee that it 
will receive any compensation. The 
general feeling of members seeme( 
to be that research of this nature 
should be made only when there is 
“reasonable assurance” that an ad 
vertising program will follow if the 
facts indicate a sound foundation for 
it. 


Must Prove Case 


F. L. Steinhoff, of Brick & Cla 
Record, opened the symposium 02 
“the place for market analysis in sell 
ing business paper advertising today.” 
He pointed out that under current 
conditions, publishers are going to be 
called on to prove that there is 4 
sufficiently large volume of business 
to justify advertising. 

“Much good work along this line 
has been done editorially,” commented 
Mr. Steinhoff. “Our job, as space 
salesmen, is to dig out this material 
and augment it with data of interest 
to specific accounts.” 

Mr. Steinhoff quoted from severél 
letters to prove the rising tide of it 
terest in research. One from a man 
ufacturer said: 


Chance for Service 


“Our sales during the past feW 
months have shown sufficient i” 
provement to make us feel that 194 
will bring a decided upturn in bus 
ness. We believe that the trade press 
of the country is in a key position 
to render an unusual marketité 
setvice which will aid the manufac 
turer to plan his program intelli: 
gently.” 

Said an advertising agency: 

“Our client is interested in more 
than fifty industries and the busines* 
paper which is able to present ¢o™ 
crete evidence of activity in its field 
is likely to be rewarded with 4 con- 
tract in the near future.” 

C. L. Haskins of National Pet'® 
leum News, presided at the gathe™ 
ing. 
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PRAY TELLS OF 
cOPY THAT WILL 
DEVELOP SALES 


Shares E. A. A. Anniversary 
With Visomatic 


Chicago, Feb. 1—Though some 
striking changes have been made in 
the marketing map of the United 
States, the man who wrote successful 
industrial copy in the years gone by 
will continue to do so, in the opinion 


' of Major Ainslie A. Gray, who ad- 
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dressed the fifteenth anniversary 
meeting of the Engineering Advertis- 


’ .rs’ Association. Good copy has a bet- 


ter chance than ever to get results, 
he said. 


Introduced by Shaw 


E. R. 
Engineering, 


Shaw, publisher of Power 
and a _ charter 
introduced 
Major Gray, who re- 
returned to the agency field 
py joining Russell T. Gray, Inc., gave 
A. A. a keen analysis of 


Changing Conditions.” 

Another speaker at this meeting 
was W. J. Phalen, Jr., of Visomatic, 
who let that ingenious sales device 
do most of the talking for itself. He 
demonstrated Visomatic sales stories 
prepared for Jenkins Brothers and 
the American Cable Company, both of 
New York. 

The Visomatie consists of a record, 
or transeription, synchronized with 
still pictures, so that, to use the com- 
pany’s language, “your star salesman 
is duplicated as many times as you 
wish.” Production cost of Visomatic 
is about one-tenth that of moving 
pictures. The projecting machine 
may either be bought outright or 
Jrented from Western Union offices. 
yw estern Union also provides experi- 
enced operators, Where desired. 


Four Vital Questions 
Major Gray gave this formula for 


bing: 


) fundamental 


“1. What is it? 

“2. What will it do for me? 
“3. What does it cost? 

“4. Why buy it now?” 


“Having the answer to these four 
questions,” he said, 


'“will govern our analysis of our mar- 


kets and the state of mind of our 
prospects. If we cover the first two 
and the fourth in our advertising, 
our sales intermediaries will have a 
fighting chance to reconcile the an- 
swer to the third in terms of our 
Prospective customers’ ability to buy 


—and that will bring us to the objec- 
_ tive of our advertising—more sales.” 


In beginning his discourse, Major 
Gray sketched changes which have 


taken place and must be reckoned 
ee With. 


Industrial personnel has un- 
dergone many changes, meaning that 
advertisers have lost many of their 


' old friends and must make new ones. 


Both the product and the institution 

back of it must be sold anew. 
Management has gained a new 

Viewpoint and high executives are 


_ ‘nore concerned than formerly with 


' ably re 


detail, including buying and mainte- 
hance. The survivors of the last few 
years are above the average in abil- 
ity and are more critical of pur- 
chases, he said. 


More Mass Effort 


Mc NRA, he continued, has given 
‘he intelligent business man in every 
field a new outlook, which will prob- 
sult in more co-operative ad- 
‘ertising. Each industry has gained 
— Solidarity, so that the logical 
"end will be to seek more business 
lor that industry, 
Pkg the advertising viewpoint, 
tage protect members of the in- 
wad from pricecutting and sub- 
the “ard goods, so that good adver- 
ng has a chance to work. At the 
a ‘ime, they impose rigid bans 
8ainst defaming competitors or mis- 
leading buyers, so that the copy- 


writer must confine himself to his 
own story. 

“While we conform to the limita- 
tions that the new relationships im- 
pose,” continued Major Gray, “we 
nevertheless will be governed by the 
ultimate objective of our advertising. 
Our appeals will still have to be 
made in terms of the motives through 
which those to whom we appeal will 
be led to do what we seek to have 
them do. 

“As conditions improve, the mo- 
tives to which appeals can success- 
fully be made increase in number. 
We used to talk a great deal about 


ability and desire to buy, but now) 


we perforce separate them and speak 
of the desire to have and the ability 
to buy. 


“It is against the time when these | 


two factors are brought into focus 
that we must project our thinking. 
As good advertising men we must 
re-study our markets, re-analyze the 
wants and need of prospective cus- 
tomers. We must determine the fit- 


| 


the 


ness of our products to meet those 
needs and if necessary re-design our 
products to meet them. When we 
have what they want and can tell 
them so in terms of their self-interest 
in having them, their needs must 
drive them to us.” 

While there are many forms of ap- 
peals, he continued, the most logical 
and usually the most useful are 
those which are derived from an 
analysis of everything that can be 
expected of any product in terms of 
its industrial usefulness and a re- 
vealing of those features which meet 
industry’s expectations or re- 
quirements. 

Major Gray said many advertising 
men fail to give enough time to prep- 
aration of copy. Demands of the 
present leave little room for infer- 
ence, analogy and indirection, he as- 
serted, and place a premium on 
straightforward copy and simplicity. 

“In other words,” he said, “we 
must have something to say—then 
say it, and if necessary, prove it.” 


}are going to 
‘portance to the steel industry. 


Small Buyers 
Are Assuming 
New Importance 


New York, Feb. 1.-—The trend 
toward hand-to-mouth buying which 
was in evidence before the depres- 
sion, will continue to be a factor in 
1934 merchandising, in the opinion 
of The Iron Age, which believes that 
average and small-sized customers 
become of more im- 


This tendency was one of several 
considered by John H. Van Deventer, 
editor of the paper, in a _ special 
article discussing merchandising 
policies for the new year. 

“Hand-to-mouth buying is a con- 
tinuing factor,” said Mr. Van De- 
venter, “since it has become defi- 
nitely established that the manu- 
facturer’s function is to make his 


profit on sales and not through 
speculative long-term buying. 

“This policy, of course, was grossly 
accentuated by the depression, dur- 
ing which ‘hand-to-mouth’ buying 
actually became ‘chin-to-lip’ buying. 
While it is to be expected that aver- 
age purchased lots will increase with 
the resumption of normal conditions, 
it must be remembered that as effi- 
ciency of management control in- 
creases in industry, and as improve- 
ment in transportation expedites de- 
liveries, the regulation of inventories 
will become more generally prac- 
ticed.” 


Lincoln Electric 
Book Sold Abroad 


Thirteen foreign countries are rep- 
resented in orders for “Procedure 
Handbook of Arc Welding Design 
and Practice,” a 434-page volume 
issued by Lincoln Electric Company, 
Cleveland. 

The book is being sold at the rate 
of 1,000 copies a month. 


Pee a SS 
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OnE of the earliest ocean going printing presses was on 
the Languedoc, a French ship of the line that came to 
aid the American colonies in 1778. In Boston Harbor, 
October 28, 1778, the Languedoc’s press printed a 


“Déclaration addressée, au nom du Roi, a tous anciens 


Francois de l’Amerique Septentrionale.” 


Today big ocean liners carry their own printing 


presses and print daily newspapers, menus, programs 


and notices. 


The advancement in ship printing is no greater 


than improvements made in 
the printing qualities of paper 
since 1778. Consider Kleerfect, 
which combines in perfect 


balance the five qualities long 


\ CHICAGO | 

| 8 South Michigan Avenue 
: NEW YORK 

ks 122 East 42nd Street 


6G. U.S Pat orF 


sought i 
ought in low cost paper by THE PERFECT PRI 


printers, publishers, and advertisers for fine printing. 


For all practical purposes Kleerfect lacks the “two- 


sidedness” in surface and color usually found in un- 


coated book papers. Kleerfect has proper ink absorption, 


strength suited to modern high speed presses, color 


permitting precise color printing, and an opacity that 


prevents a showing through of even heavy solids. The 
surface of Kleerfect —The Perfect Printing Paper — 


is smooth, without glare and hence easy on the eyes. 


This advertisement is not printed on Kleerfect but 


TING PAPER it Chicago. 


MANUFACTURED UNOER V5. Fal WO. IPIRORD 


~ Kimberly- 
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you really should look over 
printed samples of this unusual 
paper. Just address a request 
for them, on your letterhead, 
to our Advertising Department 


Mae eee ee Se 


Clark Corporation 


yoy ides Abt esas ay 1872 


ee PET Oe 


"5 480 West Stach Serees’ + 
1 Sees 


a ee” 


WISCONSIN, U.S.A. 
LOS ANGELES 


a 


ee 


Sr ge kc me tN, PIN Sie ge alte ia nai deg, Sp nS eR DC cakes. hams Tamnaa aa. 2 ie” et cae, “i a ae cag tS ha Ria Wiehe Te A i cgi Rots NEE a ae ee es 
Gee ‘een on ta oh ea Sg ae al a — ON nS She ie 5 fe ce Nes. here Ps eet erie Sa fis Re Ce . TNS Ge tay pure a ey 6 eo : eat ee 6 ae Fg wey = 
te . = 4 Cas, . Pe a aod f a i ee 2 “2 ite é i : AS, ey ; Va : ’ Hs. “ +S e 
a ait ie tat stone me fx : tr % & " a : ms : 4 % See a ; 5 i ‘f 2 , ‘ eh a Sah le : We R Ss po it te a oe ae 

ye) an > ) : ” >y : : Be F 

a eeeaaaaaaaaaaaaaaaaaaaaaaaaaamaaaaaaaaaaaamacammaaaammcammmmmmmmammcmmmas . oS 
| ee — —— HE aes 
es i eae Sr, 

Spe a 

| =< rf" 

a | po 
ee . 

| 
eer 
fowhs f 
sae 
ae Me tes 
Salah ae 
ae a 
yo 
oe: ee 

fer ° sid Aa ict 
34 TE eae 
i 5 
eC Ae 
e ge is 
———— Bees ‘ 
LTT ee ae = 
. are Oe Ty as; Ms Site 
~ : fo hae an he £ — _ Sidr. 
= * a . a ba Paid rae Sl 
34 Se oa reais ot 
P eine i » ; ea 4 ee a pes oe 
. ——_ “* oa “oo % aah oh lS Bo - Tecate 
“ i =. as oe ls : ae i 
ee a on ‘ ~~ Rene sie 
N a tae, |] \j Spam? : sis 
J | ; . \ - ee Ra ie 5 
{ — \ \ ’ “4 \ . Mansy ; we 
: @ w Dheeee! R a 
— iit | \S nek cogs ; sii? =r N , \ a 
: ee ee Mes 7 
a - = " 5; SO a ae \ eS $= 
set rc Hy 4 Pitrs >. ee = 4 
5 ee } 4 |® = 5 + a _ i io 
| as Vim. ‘Ses em: ae 
gia 3 Re: > ee , GT - oo hy ye ; 
FE ad a Oe \ ees: . if ae —_ ~ BG teh ny a. \ 
Sar a= es oo : ll 9a 
hy} ; m\: as om é ie 3 = a \ J were ot mg WH te > ~ 
RE ate, #8 Sa nae aR 3 —< 7 : : : 
Pe a es Yee. aii, \ p . “e : i Sa tee i : : i] . zi 
'™ —. i Gat aim, i iy mae Hea e 4 oe 
—— =, *s : ities es at oe \ e, Pa = . He Ay a eae 
a | * re ts fe ee : ee 1 a Vi 1 ae vos a 8 pie 
y * a abi Wa | W: ‘S\N dh ie MOY HA Mii cs lag 
¥ : ee ek Ae eh en ‘ aan : { ee es af 3 tig , s : ee Fe 
P ese hi fe | i) ttt iH we i vy mY 2 Le . a ee. ies s we 
dd eae te a sob ko . a BN : oS A ES. We & \ X aaa a 
: \ fee AB GaN BOR am Bb ien\ \y Bei amos \ he ae z \ a ee 
Ie Axciemmone Wed] 8 Fe /SEN BS OP ee i \ Bie]. Bee -. ae 
—<_ oe et ie LO Co | fe! RS i oan NM Les AN “ws ee ed paste 
a a oe / ie ai ne A, S 4 ie i - Us aa’. Ae ee 
iota. 4 3 Memenee aaa " : AA ell [a 4 a : duce im 
eo ees : beat R sg ssh ; 
. teen 7 Y », ene 
2 ———— ~ ee Pte +? 
es wes 7” fo yt ie 
2 | | ~~“ ->+ = ~/ey) ia a 
pate : SRE Bie ee. Geri eee 
ney « . ae on Cee ‘ We oe Ye nae 
Be, j . . . n acer. hes SD oe a ak Ke MY co 3 
rw - ° ~ — — waeaned a + fs) Z “a .. : oe a ie ¢ a3 
ee =. a waa oj ae i or i : 
j -~_ — ——— ais . _— vg Sc i i: Pte = ee 1 io 
Ss aed cee . "y 
a <a 3 eee ’ s: ee gue 2s 
é. saa Basten. tf Ry” - ae om ei . pei feel 6 
TY] e se . Seueee ae alice! <a: i eis uk 
Ase Paco a4 15 Spat —-. Y ae Bee i ei oe 
; ene: ~ ; + oe » ‘ a ad be eo ae 
= f. ahr mes | : ae Ayo 
ok Janis ves . ise (Re ae ih i 
a. Hit . 
M 3 aie. 
; iat 
eae 
See Al 
ba e . . ‘ cali 
| 8 J was a =. 
ee - ho 
wy 
. 
n 
ee i 
od 
| 7 
,........ a rs 
(6 mol 
ae 
ee Le aaeeret 
a oe 
; a ee EL ae 
Dl 
. : 
 : 
Rt ae 
: re te ee 

win eels aes ah eer - Se gee ee ay sles a Si by ee SSL gic tay cya eee i ee aoa ne ig 1 Sa Ag ee Gis? See a ro Ey hee eh, a id ere eee te caulk ot on o nek x) 3) ate PoE. Boss aeerk somes ay ae ih fe ot pai he anges ate ane arnaaee Bh) . 

a eae te iS gh hoa Vleet ein da Lae Sul 8 a a Na es gle a Ey ci CL ao ne a BM! joy Seer a Seah A anid Rae aRN pe lial eae att teat aes ta alle NMRA.) «0 hea ea mae a iE nei US Al i al Shit og ng Nee a aL a a BS a i oats ARE a MOAR an, PSE a i ar Oe 

iy waged gia ge No Oe eR eae Gee pane vate SS eae ae he et ALE, Saeed one A Ree tea Te Tey rane ye ke SENN pin ok resem tes GS iG Ree ac yack ial fs po De Ns C7 Ae SS re ca Re od SRNL gs SEE cc ee eT Sy eNee Bhs ZA oe 8 sag 3 

Boke wee pee aga Seer Ore pis Beal ee PRG, Ok BN RCS Si Meeeag tg cas toate mmm Se Caliah sc Sty caus 0. ARegero 7S, Gena ce pee gS ume OLA fst (cw ee tons Em eMa cg Tg Cie tt Te yee tik A Ne CM (Ne We puncte iah A ge Vota Me se ae ee. he, aay 

ee. oe Pe a eae ae ee an me oer Bod ope tenes as ay Ce foe ee eg BR ie 2 7 i afd a : coir Tee van oe never dens Gh pone sain td ae ae Bea ie “Sa SER ae ee eee plore pee ae ie as aa seis eee om 

Leh teed esate So eee uth yy kee 2 Brae eee end al 5 pee are at as Meme ore Be BS gle tate Ei ; ba He ei gare ee eked Epi is Se al ai ta Se ae ea Sparc =i 7k a ig se fete ee iss SA a Sa err i chi SI tae p eae ces A ates BUW Reaa ga ham ee ee es 


CLASS & 


INDUSTRIAL 


MARKETING SECTION 


February 3, 1934 


Class & Indust 


rial Marketing 


section of 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


For 17 years devoted to the advertising and sale of products to industry 


ISSUED FIRST SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S, Dearborn St., Ch 
New York Office, 330 W. 42nd St........ 


NTA Or ne Tel. HAR. 7504 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


Advertising Representatives 


J. R. BOLAND, New York 
SIMPSON-REILLY, Rus 


O. L. BRUNS, Chicago 
s Bldg., San Francisco 


MURRAY E. CRAIN, Managing Editor 


M. R. WEBSTER, Associate Editor 


KEITH J. EVANS, Contributing Editor 


Volume 5, No. 5 February 3, 


1934 5 Cents a Copy, $1 a Year 


A New Type of Machinery 
Obsolescence 


One of the things to which the, 
NRA has succeeded in directing at- 
tention is the importance of the 
human factor in industry. Manage- 
ment has agreed that the workers | 
must be given more consideration as 
to hours, wages and working condi- | 
tions. With respect to the latter, | 
machinery builders have a real op-| 
portunity to introduce improvements | 
which will make old designs seem as | 


obsolete as when which | 


changes 


create lower-cost production § are} 
| 

brought about. 

Designing machines from the 


standpoint of the safety, comfort and | 
health of the operator has been given 
some attention, but not as much as) 
the subject deserves. Almost every | 
machine can be improved from this | 
standpoint. The development of new | 
features which make it easier for| 
the workers to operate equipment, | 
which reduce the accident hazard, 
eliminate excessive vibration and 
otherwise protect the nerves and 
health of the operator, represents a 
field which needs to be explored to | 
its full possibilities. 

In a certain big printing plant, one | 
of the largest in the country, are | 
some paper-cutting machines which | 
are of the latest and best design. | 
They are so designed that the cut- 
ting edge cannot come in contact 
with the fingers of the operator. One| 
or two of the old type are still in! 


use, still exacting occasional toll in 
the way of mutilated fingers. The 
manager of the plant admits that 
this was the regular thing before the 
newer machines were put into use. 

The spirit of today in industry is 
to give the worker a fair break, and 
certainly he deserves one in the mat- 
ter of the kind of machinery he is 
called on to operate. 
therefore, can 
which will make his product more 
acceptable to industry by eliminating 


The designer, 


create new values 


all of the features which have repre- 


sented disadvantageous conditions 


for the operator. In the present 
mood of the country, new features of 
this kind should prove to be definite 
factors in building popularity and 
demand, and they can be featured in 
merchandising and advertising as 
one indication of the way in which 
the machinery industry is meeting 
the demands of the new deal. 

Contributions of this kind are not 
only valuable from the standpoint of 
the improvement they bring about in 
all manufacturing and_ industrial 
operations, but in giving salesmen 
something new to talk about, some- 
thing which is in line with today’s 
thinking, and which will appeal to 
industrial executives as highly desir- 
able from the vewpoint of current 
efforts to improve the condition of 
the worker. 


Helping the Salesman to Sell 


One job which industrial mar- 
keters are giving more attention to 
at present than for a long time is 
equipping their salesmen with the 


tools which enable them to make a) 


more complete, convincing and 
graphic exposition of the merits of 
their products. 

With industrial business again on 
the up-grade, but with sales organi- 
zations smaller than formerly, the 
task is to make every interview 
count, and to reduce the number of 
calls necessary to make a= sale. 
Hence investments in equipment and 
materials which will improve every 
sales contact are almost 
prove profitable. 

Visual presentations have had 
much attention heretofore, and are 
being given further study with a view 
to making them of more immediate 
interest to buyers. In addition, the 
use of moving pictures, still films and 
other graphic presentations is re- 
ceiving a big boost from the deter- 


certain to 


mination of sales executives to pro-| 


vide material which will answer 
every question which even the most 
technical-minded may put to their 
sales representatives. Sound is 


being used in many of these presen- 

| tations, to add human interest and to 
the correct 
sales data. 


| insure presentation of 

During the transition period in in- 
dustrial selling upon which we have 
now entered, it is going to be a real 
task to train salesmen, especially in 
the case of those organizations whose 
field forces were greatly reduced, 
and now must be built up rapidly, 
with new men for the most part. In 
work of this kind the sales aid rep- 
resented by the moving picture or 
still is not to be discounted, because 
it offers opportunity for salesmen’s 
training as well as for presentation 
to the customer. 

One addition to the sales kit of 
| every representative of an industrial 
company should be a complete port- 
| folio of the advertising which is cur- 
|rently appearing in the industrial 
press. Such material is not only 
valuable in indicating the lines along 
which promotional effort is being ex- 
‘tended, but also in indicating the 
sales arguments which are being 
relied on to bring buying interest to 
the point of action. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


114. Welding Practice Among Auto- 
motive Fleets. 


This three-page mimeographed sur- 
vey, issued by Fleet Owner, is a 
breakdown of a questionnaire 
answered by. 54 fleet operators in 
various lines and in different parts 
of the country. It covers uses of 
different types of welding equipment; 
shows which work is done in fleet 
owners’ own shops and which is 
farmed out to welding  establish- 
ments; indicates sources of supply on 
welding equipment, gases, electrodes, 
etc. 


115. Davison’s Textile 
and Buyers’ Guide. 
Davison Publishing Company has 

issued this new textile catalog at the 

request of advertisers, the company 
said. The Buyers’ Guide section con- 
tains 2,300 headings. 


116. 


Catalogues 


Reaching the Right Man with 
Your Advertising. 


This booklet, issued by the Electric 
Journal, discusses the path of an or- 
der for electrical equipment in the 
typical central station and the aver- 
age industrial organization. Analy- 
sis of its coverage of buyers, circula- 
tion, editorial policies, ete., is an- 
other feature. 

117. 1934 Survey of the Rock Prod- 
ucts Industry. 


This analysis of the rock products 
industry emphasizes the need for 
modernization of plants. Eighty, or 
about half of the total number of ce- 
ment plants in the country, for in- 
stance, are thirty years old or more. 
“While at least half of these thirty- 
year-old plants have undergone ex- 
tensive alterations from time to 
time,” comments the survey, “many 
in this and other groups have kilns 
60 to 150 feet in length and other 
equipment in keeping. No cement 
plant today is considered modern 
which has kilns shorter than 175 or 
200 feet.” Published by Rock Prod- 
ucts. 
i118. Advertisements Inspired by the 

Old Masters of Printing. 

This book of reprints of nine color 
advertisements of the Kimberly-Clark 
Corporation is not only good adver- 
tising of Kleerfect paper, but it 
points a moral for advertising men. 
The preface says: “The narrative 
|advertisement, as the form is called 
by teachers of advertising, offers dif- 
ficulties in making the transition 
from narrative to product. In the 
advertising on Kleerfect, the transi- 
tion is made so easily and logically 
that the series is called ‘good adver- 
tising’ by advertising men and pro- 
nounced ‘interesting’ by editors and 
general readers.” 


107. Fumigation in 


dustries. 


If editors are as close to their 
fields as generally supposed, manu- 
facturers of fumigants are overlook- 
ing a worth-while opportunity, this 
study by Food Industrics suggests. 
Fumigation is such a live issue in 
food plants that this paper has de 
voted a great deal of space to it. In 
fact, it ranks fourth in this respect. 
The advertising ratio is so far below 
the editorial as to suggest that ad- 
vertisers are failing to exercise their 
usual alertness. 


the Food In 


100. A Survey of Buying Power 
in the Mechanical Industries. A 
booklet analyzing the distribution 
of buying power in the metal-work- 
ing and mechanical industries, and 
developing a new measure for in- 
dustrial buying power. Published by 
Machinery, New York. 


—— 
———_> 


THE INQUIRING REPORTER 


"Oil, gold, maybe basements—the CWA just said dig." 


Richard Decker in The New Yorker 


Voice of the Industrial Advertiser 


Twenty-Six Year Old 
Wall Chart Popular 


To the Editor: Your interest in 
our advertising of our wall chart is 
appreciated. This wall chart is used 
simply as a supplement to our Ccata- 
log and the majority of our cus- 
tomers hang it up either in store or 
office as a reference chart. 

We have been using this wall chart 
over a period of at least twenty-six 
years. This should be sufficient evi- 
dence that we consider it of great 
value to us and to our customers. 

F. B. KENNEDY, 
National siig. Co., Sterling, Il. 


vv¥sy 


Plenty of New Ideas 
in the Middle West 


To the Editor: The editorial, 
“Hardening of the Arteries in the 
Advertising Business,” with its alllu- 
sion to expecting new ideas in ad- 
vertising from the east and west 
only, ignoring us in the easterncen- 
tralmiddle west, gets in our hair. 

Just to show what we mean, we 
are sending you under separate cover 
a set of direct mail pieces advertis- 
ing a line of bolts and nuts, and 
neither the product nor the adver- 
tising is second to anything. 

Personally, I believe ADVERTISING 
AGE should pay a lot of attention to 
industrial advertising. Anyone can 


advertise a face lotion or a pair of 
shoes, but boy, it takes all you have 
to put sex appeal into bolts and nuts. 
JOHN C. STEPHAN, 
Advertising, Cleveland, O. 
* = #7 


Sees Opportunity 


for Business Press 

To the Editor: Thanks for you 

comment upon my election as presi 

dent of the National Conference of 
Business Paper Editors. 


I did not seek the job, but now 


_ that it has been put upon me, I have 


hopes of making it sit up and take 
nourishment. 
when the business paper had a 
greater opportunity for doing a job. 
ARTHUR D. ANDERSON, 
Boot & Shoe Recorder. Boston. 
vvwey 


Fame 

To the Editor: Thank you for 
your letter advising me that I have 
won a year’s subscription to Crass & 
INDUSTRIAL MARKETING for suggesting 
a title for an illustration. 

I have been away from the city, 
and so did not happen to see the 
issue in which the winner was al- 
nounced. Therefore your letter took 
me quite by surprise. Thus does 
fame often stalk upon a man unex 


pectedly. Cart HEYEL. 


|McGraw-Hill Pub. Co., New York. 


, 


"COCK-EYED 
ILLUSTRA- 
TION?" 


* 


To the Editor: 
Anent the recent 
discussion of “cock- 
eyed illustrations,” 
I enclose a clipping 
from your issue of 
January 6. The 
river has a dizzy 
and dangerous tilt, 
which gives the 
close observer a 
peculiar feeling. 

J. CARLETON Esty, 
Clifton, N. J. 
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BUILDING SHOW 
STIRS INTEREST 
IN NEW DEVICES 


New York, Feb. 1.—The third an- 
nual Building Modernization Exposi- 
ion, held under the direction of 
Harry D. Phillips, director of pub- 
jications of the Real Estate Board of 
New York, showed air conditioning 
in the role of biggest potential stimu- 
iator of business in the building field 
this year, shoving refrigeration into 
second place. 

several large manufacturers 
showed their smaller plants on the 
exposition floor, in the RCA Building. 
They were Frigidaire Company; 
Metropolitan Air Conditioning Cor- 


poration (Westinghouse), and the 


New York Steam Corporation. 
In the refrigerator field, exhibitors 
included Grunow, Ine., Chas. E. 


' Hires Co., Norge Corporation, Stew- 


art-Warner, and Westinghouse. 
The event is staged for a double 


' purpose. The first is to sell owners 


of homes, hotels and apartment 
houses the new equipment neces- 
sary to compete with the innnova- 


‘tions of the most recently erected 
buildings. The second is to improve 


activity in the real estate market by 


' increasing property values with a 


ate! 


resultant desire of owners to trade. 

Most of those attending were own- 
ers of homes, apartment houses and 
hotels. The public at large was also 
invited and several thousand at- 
tended. The area in which 400,000 
admission tickets were distributed 
extends as far as Philadelphia. 

Several new sales developments, 
in which attempts are being made to 
open new markets, were revealed. 
One of the most interesting is the 
plan an air-conditioning large hotels 
and office buildings by steam in a 
manner quite as spectacular as was 
household. refrigeration when 
achieved by a gas flame. 

The New York Steam Corporation, 
serving Manhattan with live steam 
piped underground from central 
power plants, is going after this mar- 
ket strongly in the expectancy that 
the trickle of summer service will 
thereby be profitably increased to a 
point somewhere closer the winter 
load. It has several large buildings 
already using the service, which is 
said to be cheaper than electricity 
on large structures. 

The Westinghouse air conditioning 
plant manufacturers are using the 
installation being made in_ the 
Tribune Tower, Chicago, as a sales 
wedge. 

RCA-Victor Company exhibited a 
hew “antenaplex,” a device which 
serves as a joint aerial for all radios 
located in apartment houses and 
eliminates a network of private con- 
fliecting aerials on roofs. 


ST. LOUIS HOLDS 
ITS FIRST STAG 


St. Louis, Mo., Feb. 2.— The first 
annual Installation Night Stag of the 
Industrial Marketing Council of St. 
Louis was held here last night. The 
ature of the affair may be judged 
‘rom the advance announcements 
‘hat “pistols must be checked at the 
‘ront door—knives are O. K.” 

While officers were installed as 
idvertised, the evening was pri- 
Narily a fun-fest. The gathering 
“as not confined to members and a 
‘“'ge number of general advertising 
‘en came to watch the holocaust. 
Promotion for the stag was han- 
“ed by a “secret connivance com- 
“ittee”” which promised everybody 
“chance to get his pet grievance 
‘Mt of his system. For instance, 
; Was to be perfectly all right for 
"Inters to interrupt a speaker to 
‘sk, “Why the hell don’t you make 


i mind before the type is 


All of this and more, is reported 


‘0 have taken place. 


Calculator to 


Take the Place 
Of Catalogs? 


Chicago, Feb. 1—A simple calcu- 
lating device, which, it is claimed, 
will eliminate the need for expensive 
catalogs in the V-belt drive field, has 
been perfected by the Perry-Graf 
Company, of this city. Allis-Chal- 
mers Manufacturing Company, Mil- 
waukee, and Medart Manufacturing 
Company, St. Louis, have adopted 
the new system. 

The plan is as simple as it is in- 
genious. A four-page cardboard 


into a holder, on the face of which 
are printed the known factors, such 
as the R. P. M. of the motor, the 
R. P. M. of the driven machine, the 


(1) Note selection of selector de- 
voted to the desired H. P. range. (2) 
Pull slide to bring speed ratio into 
slot. (3) Read sheave diameters and 


horsepower to be delivered, and the | center distances at right of ratio. (4) 


approximate center distance between 
the shafts of the motor and the 
driven machine. 


How It Works 


What the salesman or user wishes 


Note serial number of Texrope on 
proper line in column below center 
distance. (5) Note letter-key at right 
of center distance; find it in adjoin- 
ing horsepower table under proper 


;}motor speed and read horsepower 


to learn is the diameter of the motor | ratings at right to determine quan- 


sheave, diameter of the driven 
sheave, the belt, quantity of belts. 


These facts are simply and quickly | 


determined, the Allis-Chalmers selec- 
tor giving this formula: 

“How to select your drive in one 
pull of the slide—If you do not know 
what speed ratio is required, see 


| tity of belts.” 


The New Way 
Allis-Chalmers, it is said, has issued 
three catalogs heretofore, one cover- 
ing stock drives, another made-to- 
order drives and a third pressed 
steel gears. All of these may go 


Divide Advertising 


and Sales Direction 


Following the resignation of C. W. 
McDaniel as director of sales and 
advertising for Aluminum Industries, 
Inc., Cincinnati, those functions have 
been divided. 

Bruce V. Keller, formerly district 
manager, has been appointed adver- 
tising manager. W. E. McIlroy, who 
has been in charge of field sales, has 
become sales manager. 


Now Kreicker Company 


The Kreicker Company has been 
formed in Chicago to carry on the 
industrial advertising business so 
long associated with the name. Wil- 
liam G. Kreicker is at the helm. The 
change followed the death in 1933 of 


folder, containing tables, is slipped | table on slider on back of selector. | into the discard. 
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| Railway Signaling 


Siguats Interlocking lraiun Control 


Effective, W ell-Directed Selling 
Industry 


to the Steam Railway 


OT in years has the development 
N of railway orders, inquiries and 
improvement programs created such 
an urgent necessity for manufactur- 
ers to keep their products constantly 
before railway men who control or 
influence purchases .. . . men who 
are regular readers of the five Sim- 
mons-Boardman departmental _rail- 
way publications. 


Through these publications you can 
do a thorough, almost personalized 
job of railway selling. Their com- 
bined total circulation is in excess of 
23,000. They enable you to select 
your own railway audience—to reach 
the entire industry or just a part, ac- 
cording to your specific needs. 


Each publication is devoted to one 
of the several branches of the rail- 
way industry, and each one has a 
specialized circulation of railway men 
with purchasing power or influence. 
Thus, these publications make pos- 
sible railway selling that goes directly 
to the particular men you want to 
reach, without waste circulation. 


The Railway Age is subscribed to by 
railway executives, operating officers, 


purchasing officers and department 
heads. Within this group are the 
men who control appropriations, the 
men responsible for the purchase and 
distribution of materials and sup- 
plies, and managerial officers. 


Railway Mechanical Engineer reaches 
the superintendents of motive power 
and their staffs, master mechanics, 
shop superintendents and shop fore- 
men. These men are responsible for 
keeping cars and locomotives in serv- 
ice. They specify locomotive and car 
materials and equipment, and also 
machine tools and other shop equip- 
ment. 


Railway Engineering and Main- 
tenance is subscribed to by chief en- 
gineers and their staffs, engineers 
maintenance of way, division engi- 
neers, supervisors of bridges and 
buildings, supervisors of water serv- 
ice, roadmasters and their staffs. 
These men are responsible for con- 
structing and maintaining roadway, 
track, water service facilities, bridges, 
buildings, and other fixed properties. 
They select and specify the products 
and equipment used in this work. 


Fred P. Kreicker. 


Railway Electrical Engineer reaches 
the electrical engineers and _ their 
staffs, shop electrical officers, and car 
lighting officers. These men specify, 
install and maintain electrical equip- 
ment in practically every branch of 
railway service, including heavy elec- 
tric traction, shop electrical equip- 
ment, locomotive headlights and 
turbo generators, car ‘lighting, air 
conditioning and general illumina- 
tion throughout buildings and yards. 


Railway Signaling is subscribed to 
by signal engineers and their staffs, 
superintendents of telephone and 
telegraph. These men specify, in- 
stall and maintain automatic block 
signaling, interlocking, centralized 
traffic control and communication 
facilities. 


Now—when the railways are actively 
in the market for equipment and ma- 
terials—is the time for aggressive 
railway sales efforts. Shape your 
plans to include adequate represen- 
tation in the Simmons-Boardman de- 


partmental railway publications. 


Simmons-Boardman Publishing Company 


30 Church Street 
105 W. Adams Street, Chicago 


New York, N. Y. 
Terminal Tower, Cleveland 
58 Main Street San Francisco 


Washington, D. C. 
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Tru-Lay Seeks 
Readers’ Views 
Of Copy, Media 


Wilkes-Barre, Pa., Feb. 1.— The 
American Cable Company is giving 
its January and February copy in 
industrial publications the task of 
proving whether or not its past ad- 
vertising in those papers has been 
successful, and if not, whether it is 
the fault of the copy or the medium. 


Spreads are being used exclusively 
to get the reactions of readers to- 
ward the advertising of American 
Cable. The right-hand page is de- 
voted to reproductions of six full- 
page advertisements which appeared 
during the past year, while the left- 
hand page asks the reader, “Will 
you do us a favor?” The copy con- 
tinues: 

“We are making an analysis of our 
past sales effort on Tru-Lay Pre- 
formed Wire Rope. We would ap- 
preciate your frank co-operation in 
this effort, for which we will gladly 
reciprocate at any time. 

“Less than ten years ago we an- 
nounced the manufacture of a new 
wire rope, its wires and strands pre- 
formed to the shape and position 
they would occupy in the finished 
rope—thus eliminating internal stress 
and strain. Thousands of service 
records have proven that this manu- 
facturing process has added to the 
life of the wire rope. 

“The sales goal set at that time 
has already been exceeded by a wide 
margin—a source of great satisfac- 
tion to me. We want to do an even 
better job, which must be based on 
intelligent sales analysis. Will you 
help us by placing a check mark be- 
fore the questions in the coupon to 
the left? Then tear and mail. To 
assist you, the opposite page carries 
a few of the advertisements which 
have appeared on Tru-Lay Preformed 
Wire Rope. Thank you! Of course, 
I would appreciate it if you cared to 
write me personally.” 

This message was signed by the 
company and G. C. Moon, vice-presi- 
dent. 

The questions to which the com- 
pany is seeking “yes,” “no,” or a 
more lengthy response, are: 

“Has our advertising in (name of 
paper) interested you in Tru-Lay 
Preformed Wire Rope? 

“Has our advertising in some other 


publication interested or influenced 


GETTING REACTION OF PROSPECTS 
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Spreads used by American Cable Company to stimulate interest in 
its copy and product. 


you more than it did in this paper? 

“Has our advertising helped you 
understand why the preformed prin- 
ciple adds materially to the life of 
wire rope, as proven by thousands 
of service records?” 


Invite Full Expression 

This foot-note also appears: “Addi- 
tional comments by letter would be 
appreciated, including name of pub- 
lication other than this one, if your 
answer is ‘yes’ to second question.” 

Many of the spreads used are in 
color. While the copy appeared in 
only a few of the January issues of 
papers on the list, being scheduled 
for February numbers of the re- 
mainder, enough replies have already 
been received to indicate to the com- 
pany that this use of advertising 
will prove of great value. While it 
is sincere in its effort to get the 
opinion of readers as to media and 
copy, several by-products are likely 
to develop. 


Explains Psychology 

J. O. Lashar, advertising manager, 
explained the objective as follows: 

“You know that it is good sales 
psychology to ask a buyer for his 
advice as to how he would offer and 
describe a piece of merchandise 
which you are trying to sell him, be- 
cause you thus stop his resistance 
before it starts and he opens his 
mind to the good points of your 
product. 

“In other words, this advertising 


was designed to make readers more 
open-minded and receptive to our 
presentation of the preformed prin- 
ciple. It put them in an ideal mood 
to read how and why preforming 
makes Tru-Lay Wire Rope wear 
much longer than ordinary wire 
rope, instead of resisting or combat- 
ing selling efforts as does the aver- 
age reader of conventional advertis- 
ing.” 

American Cable Company’s adver- 
tising is handled by Reincke-Ellis- 
Younggreen & Finn, Chicago. Among 
papers on the schedule are Engineer- 
ing News-Record, Construction 
Methods, Skyscraper Management, 
Manufacturers Record, Mill & Fac- 
tory, Buildings & Building Manage- 
ment, Rock Products, Oil & Gas Jour- 
nal, Oil Weekly, Pit & Quarry, The 
Timberman, West Coast Lumberman 
and Industrial Power. 


Stanley Dennis with 


Big Chicago Agency 
Stanley A. Dennis has joined 
Blackett - Sample - Hummert, Chicago 
agency, as manager of its business 
paper division. 
He is best known for his work as 
editor of Electrical Record and Elec- 
trical Manufacturing, New York. 


Van Sicklin with Lincoln 


Charles Van Sicklin, son of the 
former publisher of Motor Age, has 
joined Lincoln Printing Company, 


Chicago. 


30,000 CIRCULA- 
TION MONTHLY 
TO PLANT OPER. 
ATING MEN IN 
ALL INDUS- 
TRIES. 


— 


DISTRIBUTION 
BASED ON 
THOMAS LISTS. 


—_ 45 
NEWSPAPER P 
MAKEUP GUAR. “ 
ANTEES FULL 


DISPLAY TO ALL 
ADVERTISING. 


THIRTY-SIX AD- 
VERTISNG CON. 
TRACTS ENTER- 
ED IN PAST 6 


— 103 — 


Out of 703 IEN readers queried at random last week: 
98 (95%) “Read every issue.” 
(43% ) 
(11%) “Have made direct purchases from it.” 


This sample of IEN reader interest and 1CTJON projected to its total 
30,000 circulation speaks for itself. 


“$69 a month to advertise to 30,000 plant operating men” 


INDUSTRIAL EQUIPMENT NEWS 
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NEW “SIGNALS” FOR INDUSTRIAL ADVERTISERS 


“Have sent inquiries to manufacturers in it.” 


In the Purchasing 


cerns, all lines, 
everywhere. 


The substantial 
price they pay for 
it is an accurate 


indication . . . of 
the value they 
place upon it... 


Departments of a = 
large majority of Recgren 
upper rated manu- Neeru ts 
facturing and LINK-BELT 
mercantile con- mroartive bares 


WEEKS. 
Reg. U. S. Pat. Off. 
WRITE equipment News DIV What's N PLANT OPERATING WEN 
i Twowas meciore | EQUIPMENT PARTS MATERIALS |__™nousrey 
Sponsored By 


on : A 
THE BUYERS MASTER KEY 


270 ALL Se 
AMERICAN SOURCES OF SUPPLY 


ABC Authenticated Circulation 
The Only Paid Circulation in Its Field 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVE., NEW YORK 


WANTED: BETTER 
COPY 10 START 
BUYERS BUYING 


Chevalier Points to Golden 
Opportunity 


Philadelphia, Pa., Feb. 1.—Colonel 
Willard T. Chevalier, publishing di- 
rector of the Engineering News- 
Record, told the January meeting 
of the Eastern Industrial Advertis- 
ers that manufacturers of industrial 
equipment will have to adopt new 
manufacturing and selling methods 
to succeed under the “new deal.” 


They must create new units, build 
for convenience and ease of opera- 
tion, greater efficiency and economy 
of operation in order to “obsolete” 
machinery now in the hands of in- 
dustry. 


The selling and advertising must 
then be pitched to sell, not the new 
units, but the need for them, he said. 
For, he emphasized, the codes have 
narrowed competition in production 
to a struggle for supremacy in prod- 
uct and selling ability. Codes have 
placed a bottom under “sweating of 
labor” by fixing hours and wages; 
they have done the same for selling 
prices. This leaves the manufacturer 
only one outlet in his battle for mar- 
ket—further perfection of his prod. 
uct. 


Since all industry has been codified 
alike on those points, the battle for 
business, no matter what the indus- 
try, will hinge on economy of pro- 
duction and this can only be achieved 
by more efficient machinery. 

Thus the new deal will force users 
of industrial machinery to buy new 
units because advances in design and 
economy will destroy the usefulness 
of machinery installed even during 
the last four years. 

This buying will start the cycle of 
re-employment in a field where un- 
employment has been most serious. 

“Of the 10,000,000 unemployed,” 
Col. Chevalier said, “4,500,000 repre- 
sent the capital goods industries, 5,- 
000,000 represent the service indus- 
tries such as transportation and 
communication, and only 500,000 be- 
long in the consumer goods indus- 
tries. 

“That group of capital goods un- 
employed, 4,500,000 of them, repre- 
sents the nub of the present situa- 
tion. Put these men back to work 
to create machinery so advanced that 
no factory can afford not to have it 
and you will bring out hidden wealth. 
These men, with money again in 


a 


SEES OPPORTUNITY 


Col. Willard Chevalier 


their hands to spend, will suck hack 
to work the unemployed in all fields, 

“But creating more advanced anj 
more efficient machinery is only halt 
the program. The other half is the 
job of selling and advertising. Don't 
forget that during the last four years 
there has been a complete change ip 
industry. Old faces have gone. Every 
industry has suffered an enormous 
turnover in personnel. 

“The new personnel must be edy 
cated from the ground up. That’ 
the problem of selling and advertis. 
ing. This calls for a new attack. Get 
your engineers and salesmen in 
closer contact; the salesman can only 
sell the need for new machinery when 
he knows. Advertising attack to 
must be planned with that in mind 

“There is no cheaper way to do 
this educational job and to make in 
dustry conscious of the obsolescence 
of its tools than by advertising. The 
salesman must have news about the 
new units to interest the man who 
says he has no money to spend. Un 
less advertising talks the same way 


you will never interest the man who © 


sees figures through red glasses. 

“We are going to learn something 
about copy writing in the next five 
years. It has to be pitched to the 
new manufacturing and selling pro 
gram. It must be above all educa 
tional. It must be newsy. It must 
tell the story of the product in such 
terms and in such a way that it will 
convince the plant executive that his 
machinery is out of date. 

“And above all, don’t scatter ad: 
vertising appropriations. Concer 
trate your expenditures. Surveys 
over years have shown that the firs! 
few big papers on your list bring i 
the biggest returns. Beyond them 
lies the point of diminishing return 
Therefore choose your mediums it 
telligently.” 


DRAWINGS DRAMATIZE PRECISION 
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IT’S THE FACE 


(«LINOTYPE =) 


THAT COUNTS 


PUTTING THE SCALE 
ONA 


6 pt. 


MATRIX 


PUNCH 


— ve 


Two interesting illustrations in a series of advertisements of the Merge™ 
thaler Linotype Company, Brooklyn, designed to show in a dramatic w?y 
the extremely fine limits of tolerance maintained in the manufacture ° 
the linotype matrix. Captain Richard Ward did the work under the 
direction of Kenyon & Eckhardt, Inc., New York agency 
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FA. A. SUBMITS 
ITS SELECTIONS 
FOR 1934 STUDY 


Three Topics Suggested to 
Activities Committee 


Chicago, Feb. 1-—The board of 
directors of the Engineering Adver- 
tisers’ ASSO- 
ciation, led by 


Milo E. Smith, 
Chicago Bridge 
& lron Works, 
as president, 
has selected 
three subjects 


for 1934 re 
search. All 
three will be 


forwarded to 
Gregory H. 
Starbuck, Gen- 
eral Electric 
Company, 
Schenectady, N. Y., who as first vice- 
president is ex officio chairman of 
the new activities committee of the 
National Industrial Advertisers As- 
sociation. 

This committee will determine 
which of the three it wishes to spon- 
sor and publish. The others will 
probably be publicized by the E. A. 
A. itself. Last year, the N. I. A. A. 
published two of the studies con- 
ducted by the E. A. A., the third be 
ing distributed by the latter. 

The first subject is “The Relation 
Between Sales and Advertising De- 
partments.” This will determine the 
usual set-up in successful industrial 
organizations. It will reveal whether 
the usual method is to have these 
departments functioning individually 
or together; where they are tied to- 
gether, who is in charge; if they 
operate separately, how co-ordination 
is secured. Out of this study, it is 
hoped, some vital sign-posts will be 
established in the operation of sales 
and promotion departments of an in- 
dustrial business. 


To Study Distribution 


Next on the list is “Branch Offices 
or Jobbers?” All of the implications 
of this subject are readily apparent 
to industrial sales and advertising 
experts. In spite of its importance, 
few scientific surveys, in which all of 
the considerations have been lined 
up, have been attempted in the in- 
dustrial field. The proposed study 
will isolate all of the important fac- 
tors and enable manufacturers to 
measure their distribution systems 
with the new yard-stick to be estab- 
lished. 

The other subject, “Salesmen’s Co- 
operation in the Use of Industrial 
Advertising,” has an equally wide 
appeal to executives charged with 
getting results. The study will ap- 
praise all known methods of winning 
the co-operation of the men who are 
entrusted with the actual job of 
turning promotion into sales. It will 
answer the question of whether it is 
more effective to write the advertis- 
ing and then try to induce the sales- 
nen to use it, or approach the prob- 
lem from the opposite viewpoint and 
Produce material which the salesmen 
favor and therefore will use without 
persuasion. 

A separate committee will conduct 
fach survey. Mr. Smith has not yet 
Named the men to handle the work, 
and in view of the magnitude of the 
job, will sean the available talent 
caretully before doing so. 


G. H. Starbuck 


“Equipment News” 


Offers New Service 


_ Industrial Equipment News, pub- 
lished by the Equipment News Divi- 
Sion of Thomas’ Register, New York, 
announced a new service in January, 
‘o be operated under the name, 

Manufacturers’ News.” 

Under this plan, Industrial Equip- 
ment News will urge manufacturers 
‘o use, not the usual display adver- 
Using, but only enough space to de- 
Scribe their products and product 
applications. 


Integrity of 
Letter Shops 
Needs Stress 


Chicago, Feb. 1.—Letter shops 
should use every available means to 
inspire advertisers with confidence 
in their integrity, W. I. Brockson, 
advertising manager of Steel Sales 
Corporation and past president of 
Engineering Advertisers’ Association, 
told the Mail Advertising Service 
Association at its January meeting. 
His subject was “Mail Advertising 
Service from the Buyer’s Viewpoint.” 

So many operations of the letter 
shop have to be taken on faith, and 
the sums of money involved are so 
large, Mr. Brockson pointed out, that 
confidence is the key to the situa- 
tion. 

He urged the letter experts to help 
lead the way back to prosperity by 
showing their own faith in the fu- 
ture. One way of doing this is to 
put more salesmen to work, he said. 
This will serve a dual purpose, dem- 
onstrating the operator’s own belief 
in aggressive selling as well as mak- 
ing a practical contribution to recov- 
ery. 


Expert on Rules 


The letter shop should be familiar 
with postoffice regulations and be 
able to give the client sound advice 
based on this knowledge, Mr. Brock- 
son said. Many advertisers prefer 
to have this information come from 
the letter shop rather than to get it 
from the postoffice. 

In one case, he said, a letter shop 
suggested the use of a No. 9 en- 
velope instead of a No. 10, with re- 
sultant savings. Since few adver- 
tisers are familiar with letter-shop 
equipment, many suggestions of this 
kind can be made by the alert opera- 
tor. 

Mr. Brockson said that quality 
should be the goal of every letter 
shop. Fill-ins, for instance, must be 
good enough to create the impression 
of a personal letter. Otherwise, the 
advertiser would do much better to 
use a plain circular. 

In the use of visual presentations, 
salesmen must be carefully trained 
to adapt the talk to the prospect’s 
needs, Mr. Brockson pointed out. 
Too many of those using this aid 
depend on a mechanical recital which 
has no special appeal to the pros- 
pect. 


Machinery for 
Canning Added 
By Oil Trade 


Cleveland, O., Feb. 1.—The trend 
toward canned oils in the petroleum 
industry created a huge new market 
for canning machinery in 1933, Steel 
reported in its annual survey of steel 
distribution. 

Partly as a result of this trend, 
containers—principally the lowly tin 
cans used for packing foods and 
other products—absorbed 1,682,998 
gross tons in 1933, only a shade un- 
der the peak of 1929. 

“The introduction of new machin- 
ery for canning nowhere was more 
conspicuous than in the oil indus- 
try,” commented Steel. “New con- 
veying systems were installed. Quart 
cans came out of filling machines at 
the rate of 110 a minute and efforts 
are now being made to step this up 
to 130. Five-gallon cans are filled at 
the rate of 22 a minute. 

“Many of the best brands of lubri- 
cating oils were marketed in one and 
five-gallon cans. This has been found 
to eliminate contamination and sub- 
stitution and enables dealers to stock 
more grades of oil. It has helped to 
keep filling stations clean and to at- 
tract buyers with ornamental stand 
displays.” 


Solborg Decorated 
Robert A. Solborg, in charge of 
European business for American 
Rolling Mill Company, Middletown, 
O., has been decorated with the 
Cross of the Legion of Honor by the 


French government. 


NEW HILL BOOK 
BUILT TO MAKE 
BETTER DEALERS 


Trenton, N. J., Feb. 1—C. V. Hill 
& Co., manufacturers of store equip- 
ment, have blazed a new trail, at 
least in the food field, with the issu- 
ance of a 180-page book on “Modern 
Food Merchandising.” 


Luis Gibson, of the George H. Gib- 
son Company, New York, said the 
purpose of the handsome hard-bound 
volume is to encourage and to in- 
struct food retailers in the improve- 
ment of their stores, thus promoting 
the sale of commercial refrigerators 
and store fixtures. 


“Notice that this book follows the 


methods of the most. successful 
equipment salesmen,” commented 
Mr. Gibson, “by selling ways and 


means for profitable use, in addition 
to mere physical equipment.” 


Thus far, the book is being dis- 
tributed to retail food merchants 
by Hill salesmen. While this method 
has many merits, in the company’s 
opinion, wider distribution will prob- 
ably be sought later through the 
trade papers reaching such dealers. 


Helping the Dealer 


While a large part of the volume is 
devoted to the physical side of store- 
keeping, with descriptions of modern 
fixtures for display and preservation 
of foods, a considerable portion is 
given to a discussion of accounting 
and other features in which retailers 
are generally supposed to be weak. 

The book has been built for easy 
reading by the class of men who are 
to use it and who, as a class, are not 
avid readers. Oxford English finish 
stock was used. Ten-point type made 
the book readable, 120-screen half- 
tones by the Vulcan Engraving Com- 
pany and the Sterling Engraving 
Company, of New York, contributing 
to this end. Hibbert Printing Com- 
pany, Trenton, handled composition 
and presswork. 


Line Cuts Help 


Another feature is the use of num- 
erous pen and ink line drawings, 
which add life to the book and at the 
same time serve the general purpose 
to instruct and help. 

The board cover is Blue duPont 
Fabrikold, stamped in gold. The 
George H. Gibson Company planned 
the book, which, while expensive, 
does not account for more than 10 
per cent of the Hill appropriation. 


15 Years Ago in 
Class & Industrial 
Marketing 


Chicago publishers were viewing 
with alarm a 13 per cent advance in 
wages granted to union printers, ef- 
fective February 1. Employing 
printers announced that the increase 
would have to be passed along to 
their customers. 


- 2 


After a year in the ordnance de- 
partment of the military service, 
Ainslie A. Gray returned to the Chi- 
cago advertising field, announcing 
the formation of A. A. Gray & Co. to 
conduct an agency business. 


7’ ¥ F 


Jewelers’ Circular, New York, cele. 
brated its fiftieth anniversary with a 
special edition February 5, 1919. 


+ = 


CLiass & INbDUSTRIAL MARKETING 
wondered if newspapers appreciate 
the service constantly rendered them 
by the business press. 

As an example, it cited a newspa- 


This photograph took first award at the annual exhibit of Inwood 
Country Club, Reading, Pa. It was made by none other than Lewis 
D. Bradbury, advertising manager of Birdsboro Steel Foundry & Ma- 
chine Co. The fair subject is Mrs. Bradbury. The photograph gained 
its name from the Belgian hot-house grape held by Mrs. Bradbury. 


per advertising contest of Music 
Trade Indicator, Chicago, which 
offered a $300 loving cup to the 
dealer whose newspaper advertising 
was adjudged the most constructive, 
displaying the highest ideas and 
ideals. 


“If the newspapers realized just 
how much space the trade press sells 
for them by their constant sugges- 
tions and descriptions of successful 


newspaper advertising by retailers,” 
commented CLass & INDUSTRIAL MAR: 
KETING, “they would undoubtedly 
offer to form an alliance of offense 
and defense which would strengthen 
both classes of mediums appreci- 
ably.” 
7? a 


A new advertising club was formed 
in Chicago. They called it the En- 
gineering Advertisers Association. 


your daily newspaper. 


tion every week ! 


Start The New Year Right— 
With Your Own Copy of 
Advertising Age!.... 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


$1 a Year .. 52 Issues 


USE THE COUPON 
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You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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KEITH J. EVANS 


Flexible Advertising Plans 


Here we are well through January 
with no completed plans for adver- 
tising in 1934. Our company has 


|the particular plans for the current 
| year are not completed. 

For this reason I would not worry 
|too much about it because there are 


| | 
lever, today it certainly pays to be in | vertisements and perhaps prepared a | 
|folder or two. 


'a flexible position where you can 
add or curtail very quickly. 


e °F 


Question of Authority 


We have been developing our sales 
promotion department rather inten- 
sively during the last year as an im- 
|portant feature of our advertising 
| department. We have used letters 
‘and direct mail before the salesman 
land after the salesman has called, 
'to concerns not called on by sales- 
/men, etc. 

This year we wanted to make a 


| 


been talking about the tentative|™many advertising appropriations in | cioser tie-up with the personal call 
plans presented, but no O.K.’s have | the same position. While it is highly |agnq include a certain amount of 


been secured. 


| desirable to have everything planned 


telephoning, all done in the sales 


I imagine we are one of the few/and O.K.’d in the fall of the year| promotion division of the advertis- 


companies that do any amount of ad-| preceding, still under these uncer-|ing department. 


vertising that are in this position. 
However, I would like to have a let- 
ter from you indicating just what 
other companies in the industrial 
field are doing that I may show the 
management as an incentive toward 
getting action. 


ADVERTISING MANAGER. 


Do not be too worried about the 
fact that your complete advertising 
appropriation is not outlined and 
9.K.’a for 1934. As I have seen 
some of your current advertising, I 
understand that you must be now 
operating on a basic schedule and 
that it has not been necessary to let 
your advertising lapse even though 


| 
‘tain business conditions, careful 
|management has not always been 
| willing to plan so far in advance, 
particularly if they must be held to 
a rigid schedule. 

We have found many companies 
| working on a more flexible basis, 
changing their plans and appropria- 
tions almost from month to month. 
Through this system the door is al- 
ways open to the alert advertising 
manager who can present new oppor- 
tunities as they come and proceed to 
make the most of the current situa- 
tion. 

This is not an argument against 
work planned well in advance. How- 


The sales depart- 
|ment opposes this, as they say that 
lis a part of sale department work. 
However, as they are not using the 
telephone in the way that we would 
plan to use it, we are anxious to 
proceed so that we may test out all 
three forms of calling—personal, 
telephone and letter—in what we 
think is the proper tie-up. 

Have you any information as to 
which department is doing this type 
of work in other companies and why 
there should be any objection to an 
advertising department extending its 
activities to include telephoning? 


ADVERTISING MANAGER. 


There was a time when the adver- 
tising department merely wrote ad- 


proved type. 


hearing for their 


MENT. 


profitably at small expense. 


330 W. 42nd Street, New York 


Here's aBillion Dollar Buyer 
You Ought to Know! 


He's the hospital superintendent, whose responsibility for the 
organization and maintenance of service for the patients in his 
charge includes purchasing all of the food products, laundry sup- 
plies, linens, kitchen equipment, mechanical supplies and the 
thousands of other items required to run a hospital of the ap- 


The market is so big and compact that it can be cultivated 
Backed up with advertising in 
HOSPITAL MANAGEMENT, salesmen calling on the buyers of 
the leading institutions throughout America find an interested 


story. 


HOSPITAL MANAGEMENT is the only hospital journal 
edited exclusively for administrators. Hence it has intense reader 
interest and minimum waste circulation. Its policy is to assist ad- 
vertisers in promoting worthy products suitable for use in hos- 
pitals—through bulletins, lists and personal counsel on how to ap- 
proach and develop the market. 


If you could use a few thousand good customers who buy in 
quantity, and whose needs are stable and constant, let us tell you 
more about the hospital market—and HOSPITAL MANAGE- 


Hospital Management 


The only hospital paper member of both A.B.P. and A.B.C. 
537 S. Dearborn Street, Chicago 


Now, however, the 
work is being extended to include 
practically every activity. 

Most modern 


| 


concerns selling to) 


industry include a sales promotion | 
department, which is quite fre- 
quently an off-shoot or division of 


the advertising department, in every 
case in which the advertising man- 
ager sees the 
velops it. 

We know of a number of cases 
where separate sales promotion de- 
partments and sales promotion divi- 
sions of advertising departments 
include a certain amount of tele 
phoning in order to supplement and 
co-operate more closely with the 
work of personal calling. 

While it would seem that telephon- 
ing would come a little more on the 
side of personal calling and there- 
fore belong in the sales department, 
it probably can be more easily han- 
died by the sales promotion depart- 
ment because they have the facilities 
at their command to tie up the tele- 
phone call with their letter work and 
tie them both with the personal call 
if the sales and promotion depart- 
ments are co-operating as closely as 
they should. 

However, an aggressive advertis- 
ing manager or sales promotion 
manager makes a mistake in trying 
to compete with the sales depart- 
ment. For this reason if he can 
point the way and help the sales 
department develop the telephone 
call as a part of personal sales work 
or sales promotion, much good may 
be accomplished, and there will be 
credit enough for all concerned. 
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Personal Interest in 
Industrial Advertising 


We have been working on a new 
series of advertisements for 1934 and 
have just about come to a deadlock 
with the production department on 
the type of appeal. They are inter- 
ested in mechanical design, etc., 
while we have the idea of more gen- 
eral human interest, trying to attract 
attention without emphasizing me- 
chanical details which are difficult 
to make interesting. 

I wonder if you would be good 
enough to give us some information 
regarding trends in industrial adver- 
tising copy appeals and any addi- 
tional suggestions which you may 
have with particular reference to our 
product. 

ADVERTISING MANAGER. 

We appreciate your desire for a 
copy theme that would have a human 
interest appeal against the dull, un- 
interesting facts which the produc- 
tion departments often try to feature 
in spite of the lack of interest and 
attention value which usually exist 
regarding these details in advertis- 
ing. There is usually plenty of space 
for this type of thing in your cata- 
log. 

Buyers and industrial executives 
do prefer to get the idea as to what 
you have to offer and then check up 
on the details later as a necessary 
evil. There have been, however, 
quite a number of industrial adver- 
tisements that are so far fetched 
and so strained for personal interest 
that they probably have done their 
sponsors very little good. 

It might be possible for you to ar- 
range a compromise with your pro- 
duction department and ingeniously 
bring out the cost-saving mechanical 
features, using pictures of people, 
etc., so that you would gain human 
interest value and still stick to your 
subject. 
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New Jobs for the 
Advertising Manager 


I have always been greatly inter- 
ested in advertising and was em- 
ployed by this company for adver- 
tising work. However, during the 
depression there has been so little 
advertising that I have become 
rather discouraged with the outlook. 

Our company is large enough, and 
we have an extensive sales organiza- 
tion but the advertising opportunity 
seems limited. 

As you are familiar with our line 
of business, I would appreciate any 
suggestions you may have regarding 
changing from industrial to con- 
sumer advertising, etc. 


ADVERTISING MANAGER, 
It is always darkest before dawn. 


No doubt your management will be 


opportunity and de-| — 


A. 


increasing its advertising appropria- 
tion before the year is out, as pessim- 
ism changes to optimism very 
quickly when the trend starts in the 
right direction. 

Cn the other hand, as the adver- 
tising department is the one division 
of a business that may include most 
everything, there are probably many 
proiitable responsibilities not now 
covered that you could assume to the 
mutual advantage of yourself and 
your firm. 

As we see it, the following possi 
bilities are in the general field of 


promotion. How many are you han- 
dling? 
1. Market analysis. No doubt 


much time could be profitably spent 
in studying your present and pos- 
sible future markets. 


2. Customer analysis, including 
the study and watching of sales to 
customers, which should indicate the 
sale of associated products. 


*%. Watching the time when the 
next sale or maintenance item 
should be purchased, etc. This is a 
greatly undeveloped opportunity in 
many companies. In nearly every 
case after a concern has purchased a 
product, there is a time when it 
should be in the market for supplies 
or repairs or another unit. The 
company which watches closely gains 
at least a 50 per cent advantage in 
securing the next order. 


4. Sales promotion. Are you 
economizing on the personal calls of 
your salesmen by introductory let- 
ters, follow-up letters, letters when 
the customer is out, letters confirm- 
ing the conversation even though a 
quotation is not in order, etc.? Let- 
ters that alternate with personal 
calls also help a salesmen to cover 
more ground and extend his influ- 
ence. With sales still rather low, the 
importance and necessity of economy 
made possible through letters cannot 
be over-emphasized. 


5. Exchange of sales information. 
Is there a sales bulletin being prop- 
erly edited for your company which 
would tell of interesting orders—how 
they were secured, from whom, etc.? 
This exchange of information be- 
tween salesmen, even though noth- 
ing else is added, is usually a great 
help and inspiration to the men who 
are traveling alone in their respec- 
tive territories. 

6. General employe good will. In- 
ternal bulletins for the office, featur- 
ing better letters, better telephone 
calling, and similar comments re- 
garding shop work are always of in- 
terest and value for any company. 

These are only a few of the many 
special opportunities for service that 
are ready and waiting for every ad- 
vertising manager who will take an 
interest in them. 


, F F 


Premium Advertising 
We understand that under the 
various codes premiums will be ex- 
cluded. What information have you 
on the subject? 
SALES PROMOTION MANAGER. 


You are no doubt familiar with 
several of the codes which outline 
what they consider unfair practice. 

Concerns selling to industry have 
never featured premiums to any 
great extent but do occasionally give 
away pencils, matches, desk pads, etc. 
It is our opinion that the more ex 
pensive gifts will probably be con 
strued as out of line but that the 
simple reminder type of gifts will be 
continued without question. 

The fact, remains, however, that 
with the type of product and price 
becoming more standardized, much 
more will depend on the personality 
of the salesmen, the effectiveness of 
the advertising, the quality of the 
product and the actual service rel 
dered. This service, of course, may 
take many forms besides actual hat 
dling ot the order. These will it 


clude data books, more complete it 
formation on products, etc., etc. 
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WHAT, NO SIGNATURE? 


sildings? 
Say, why are roofs put on cars, or building 


On a building, would one attempt to hold the walls 
together with the weather proofing roof parts? 
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The Wise Old Owl 
Knows All The Answers 
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Yes, 


PROVIDE SALES. 
INCENTIVE WITH 
BALANCED BONUS 


Chicago, 


bonus 


salesmen, 
Hadden, Runzheimer & Swisher, en- 
xineers and accountants, who believe 


it me 
other 


vides an incentive for maximum vol- 


ume, 


“The straight commission and the 


Hutchins Car Roofing Company 


here it is at the bottom of this advertisement in "Railway Age." 


as each brick laid during the work- 
ing day by the bricklayer requires 
about the same amount of skill and 
effort as every other brick laid. Con- 
sequently the salesman, like the 
bricklayer, is paid at a uniform rate 
for all sales he produces. 

“The fallacy of this assumption is 
evident to every experienced sales 
executive. A certain percentage of a 
good salesman’s volume over a three 
or six months’ period is usually rela- 
tively easy business requiring only 
ordinary selling effort and ability. 


The Last Ounce 


“However, a considerable percent- 
age of this same salesman’s volume 
over the same period becomes pro- 
gressively more difficult to get and 
requires extraordinary selling effort 
and ability. This may be termed 
‘marginal’ business, representing 


Feb. 
plan” 


1—The “balanced 
for compensation of 
has been developed by 


ets all objections offered to 
methods of payment and pro- 


Question of Incentive 


GOSS MOVIE TO 


'same thing. After our and other|showing it only at the branch 
‘salesmen had passed in review, show: | offices in Chicago, New York and San 
ing the pictures and providing a run-| Francisco. Salesmen were so inter- 
ning stream of Comment, prayer and lested in the possibilities, however, 
explanation, we felt that the buyer! that when they had an interested 
was doubtless well along the road to| prospect, they fell into the habit of 
a nervous breakdown. _ taking a portable projector and 
| screen to his office and putting on a 
| show for him. 

“The making of a moving picture) As a result, the company’s adver- 


'showing our equipment in operation tising in mediums reaching news- 
| will make sales for us, we hope. We papers is now offering a showing in 


Press Manufacturer Makes Wt sie isnt ana eaver for the host isnot °F amy Hmterestek mu 
Easier fo Buy 


Relaxing Pressure 


of newspaper executives who from| ‘The company is borrowing one of 
time to time are called on to exercise | the phrases of the doughty General 
_the deciding vote as to what press| Johnson, of NRA fame, for its cur- 
. ,| they shall purchase.” rent business paper advertising. 

Chicago, Fob. 1" Morey pays: The Goss Printing P¥ess Com-|“Time to ‘crack down’ on obsoles- 
This slogan, used in the advertising yany's movie is only 600 feet long.| cence,” it remarks in its headline. 
of one of the local charitable organi-) yage by the Burton Holmes Labora-|phus far, the NRA has manifested 
aations, mignt wen be adopted DY | tories, of Chicago, in the manufac-| no objection to use of the phrase, 
sellers, the Goss Printing Press Com-| tyrey’s plant, it shows not only the! which, coined by Johnson in an inter- 
pany believes. It explains its recent ~omplete press in action, but sections | yjew with newspaper men, has re- 
adoption of a moving picture, show | j which publishers may be especially | eejyed so much publicity that it may 
ing Goss newspaper presses In oper | interested. The guards were removed | g9 down in history along with “You 
ation, as one step in its new cam-| trom some of the parts, for instance, | may fire when you are ready, Grid- 
paign of mercy. to show the action of the gears. This Jey,” and others equally celebrated. 

“We have always felt that selling) would be a difficult feat to perform) 
a press or any other piece of expen-| every time a salesman had a pros: | 
sive equipment was hard on the pect. It is much simpler to let the Brayton Resigns 
salesman, but much tougher for the | moving picture tell it. 


Sag a 4 iii | Arthur L. Brayton has resigned as 
a eo ene oe aa Salesmen Like It | editor of Dry Goods Merchants Trade 
company. 


: ae ’ | Journal, Des Moines, Ia., to join the 
“We formerly equipped our sales| The company is feeling its way) ojo. promotion department of Mar- 
men with photographs of our presses.| with its new picture, which is a s!-| shall Field & Co., Chicago. He is 


Competitive manufacturers did the lent. It started out with the idea of | succeeded by Kenner I. Boreman. 


In the Construction Industry 


We've been selling to the construction field for 
years! 


We know its language. We know its problems. We 
know how it plays the other fellow against your 
salesmen on the deal. We know its trade-in troubles 
and its price-cutting tricks. 


For fifteen years we have been reaching this field 
for clients. This experience has covered mixers, 
shores, pavers, power shovels, saw rigs, cranes, 


salary and bonus (or commission) 
plans,” the company pointed out, 
“usually pay the salesman the same 
amount of incentive for every dollar 
he sells. 

“The assumption is that each dol- 
lar of sales secured during a month 
or six-month period requires exactly 
the same amount of selling effort 
and ability as every other dollar, just 


BOOKLETS * CATALOGUES 


PRICES ON 6”x9” 


‘ BOOKLETS - 


Printed on 45 Lb. E. F. 


5M 10M 25M 50M 
B Page...$ 36.40 $ 55.75 $129.20 $229.85 
16 Page... 55.75 89.30 164.90 302.65 
4 Page... 67.10 120.00 198.45 360.55 
2 Page... 103.95 167.50 302.40 607.95 
“< Page... 128.50 206.95 387.45 710.85 
Above booklets are Self Covered Saddle Wire 
Stitched 


Oth ° . 
‘her sizes and quantities proportionately low. 


FULLY EQUIPPED PLANT 


Complete facilities to run large 
and small editions of various size 
Publications, news sheets, monthly 
trade journals and catalogues. 


CATALOGUE SPECIALISTS 


A staff trained to lay-out and 
thay for publication "Cata- 
Ogues that bring results!" 


Submit Your Requirements 


PUBLICITY SERVICE 
FULLER BUILDING ruined Pa 


PUBLICATIONS 


* PRINTING 


volume which the ordinary or poor 
salesman, or the good salesman who 
doesn’t work hard, will not sell and 
which will be sold only by the sales- 
man who has unusual ability or who 
works unusually hard, or both. 

“At the same time this ‘marginal’ 
business is the most profitable for 
the company, inasmuch as the fixed 
charges have been absorbed, as a 
rule, by the easy business, and each 
dollar of volume thereafter means a 
considerably larger percentage of 
net profit.” 

The balanced bonus plan there- 
fore provides a higher reward for 
“marginal” than for “easy” business. 
For from 86 to 120 percent of his 
expected volume, the salesman re- 
ceived a progressively accelerated 
rate of bonus in one case. 

Beyond 120 per cent the rate of 
compensation was’ gradually de- 
creased, on the theory that such an 
unusual increase over normal volume 
is due to causes beyond the sales- 
man’s control. 


E. A. A. Luncheons at 
Midland Club Now 


The Tuesday luncheons of En- 
gineering Advertisers’ Association, 
Chicago, are now being held at the 
Midland Club, William D. Murphy, 
advertising manager of Sloan Valve 
Company, and chairman of the com- 
mittee in charge, announced. 

The luncheons are confined to ac- 
tive members. The round table 
policy will be continued, but discus- 
sion will center around a definite 
topic each week. 


steel piling, draglines, locomotives, building paper 
—and many other products bought by the con- 


tractor. Among our personal friends 


are dealers 


from coast to coast—Ed Bacon, Fred Schoen, Carl 
Borchert, Fred Lowe, O. B. Avery, Al Deaney, 
Harry Fletcher, Dinty Moore, Ed Hulbard and 


many, many more—your dealers and 
petitors—(apologies to those left out). 


your com- 


With many of these men we are in almost daily 
contact—our finger is always on the pulse of the 
industry. Our wide acquaintance in this sales field 
has been very valuable to many of our clients in 
strengthening their own sales organizations. 


Here is the background, the experience, the knowl- 


edge that you need—here is more than 


advertising 


help. There is no obligation involved in talking 


it over. 


RUSSELL T. GRAY, Inc. 


INDUSTRIAL ADVERTISING 


CHICAGO 


<ngineering Building 


TELEPHONE 
Central 7750 
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CLASS & PNDUSTRIAL MARKETING SECTION 


SPACE BUYER'S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Baking 


Farm Implements 


BAKERS’ 
830 8. Wells St., Chicago. Leg- 
gett, 10 BE. 839th St., Caledonia 5-5503 Established 
1887. The oldest American bakers’ magazine. Edi- 
terial policy: Aid for bakers in all phases of pro- 
duetion and business management. Eminent authori- 
ties on staff. Circulation—87% directly into bak- 
eries. Advertising—resultful, reaching major buying 
power of the industries. Includes most prominent 
advertisers. Reaches bakery buyers at low cost per 
thousand. Bakery experts analyze and make baking 
tests. Isued every other Saturday. Forms close 10 


HELPER 
New York, W. F. 


days preceding. Type page, 7x10. Page rate: 26 
times, $100; 13 times, $110. Half-page rate: 26 
times, $55; 


13 times, $62. 
Member A. B. P. and A. 


7 ee $2 a year. 


FARM IMPLEMENT NEWS 


431 8S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors end other farm equipment lines. Issued bi- 
weekly, Thursday. Closes days preceding. R 4 
page, 7%xl10%. One-time page rate, $120. Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Funeral Directors 


BAKERS’ 


830 W. 42nd St., New York City; Chicago office, 
Chas. B. MacDowell, manager, 11 8. La Salle St. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
cise and quickly assimilated form. Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of @ cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 


REVIEW 


THE CASKET AND SUNNYSIDE 


487 Broadway, New York. Established 1871. Old- 
est funeral directors’ and embalmers’ journal in the 
world, and the only semi-monthly. Carries all news 
Dertinent to the profession, exclusive educational 
articles by recognized authorities and special fea- 
tures. Its high subscription rate assures a con- 
stituency composed of the more successful practi- 
tioners—the best prospects for advertised goods. Its 
type page (9%x12% inches) provides 49 square 
inches more display space than that of contemporary 
journals, assuring economy in space buying without 


days preceding. Type page, 4%x7. Page rate, 12] secrifice of dis 
. ; play. Published Ist and 15th. Forms 
cee a od — Re. $70; Guaster~page, $45. | close two weeks in advance. Page, $125; half-page, 
ember Controlled Circulation Audit. $75; quarter-page, $43.75; eighth-page, $25. Yearly 
ote rt 24 tines, 20%; 3 ie Gnee. 10%; 6 times. 
BAKERS’ WEEKLY " gency iscount, 0 Subscription, b 
Member of Audi b 
15 W. 45th St.. New York; Chicago office, 360 N. S Saree S Cis 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a year. Forms close 10 days in advance} Grain and Feed 
of peeiecticn. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page sine, 7x10. Member GRAIN & FEED JOURNALS CONSOLIDATED 
Audit Bureau of Cireulations and Associated Busi- | 832 8. La Salle St., Chicago. A merger of Grain 
ness Papers, Inc. Largest net paid circulation in | Dealers Journal (established 1898); American Ele- 
tield, lowest advertising rate per thousand paid sub- | rater & Grain Trade (established 1882); Grain 
<cribers. Operates completely equipped Experimental | World (established 1926), and The Price Current- 
HKakery and Laboratory in New York headquarters | Grain Reporter (established 1844). Published sec- 


‘ith staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York City. Covers the entire brewing 
and allied industries. A total monthly circulation 
of over 4500. Publishing date, fifteenth of each 
month. Type page 7x10. Kates, 12 pages within 
one year, $100; 8&8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 


per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


THE WESTERN BREWER, NATIONAL BREWERS’ 
MONTHLY 


ger 1876), published by H. 8. Rich & 

431 8. Dearborn St., Chicago, Ill. A monthly 
Sones devoted to the brewing, bottling, malting 
and allied industries, Published the fifteenth of each 
month. Page size, 7%xl10% inches. tes: One 
page, one time, $100; 12 times, $70; one-half page. 
one time, $60; 12 times, $46; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ceived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; 201 State 
Theatre Bullding, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. 8 

9x12 inches. Page rate, one time, 
rate, $78; half-page, one time, $48; 5 
quarter-page, one time, $26; 52 times, 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Ill, is the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion. Total circulation, 86,752. The Journal is 
issued the first of each month. Forms close first 
of month prior to publication. 2 E page, 4%x7% 
inches. Yearly rates: One page, $112.20; half- pose. 
$67.15; quarter-page, $42.50; eighth- page, $28.90 


ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, fleld seed handling and processing plants. 
These fields are reeognized as the largest users of 
complete elevating, conveying and power tranamit- 
ting equipment, and all other equipment for the 
handling and processing of grain field » and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago. Published 15th 
of month. Forms close 1st of month. Type page, 
7x10. One-time page rate, $125; half-page, "10; 
12-time page, $100; half-page, $60. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its fleld for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 
ber A. B. C. and A. B. P. Write f 


or Audit Bu- 
reau of Circulations’ statement. John Willy, Inc., 
publisher. 


Industrial 


MANUFACTURERS’ RECORD 


Baltimore, Mud. For 50 years South’s leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close days 
preceding. Type page, 7x10 inches. Financial 

special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
rate, $112. No commissions. Subscription price, 
$2. Distribution, 10,000 copies monthly, of which 
85% are South. Reaches executives and operative 
officials of South's important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South’s important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 


agencies in all branches of in entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
. B. P. and National Publishers’ Asso- 
Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and Francisco. 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 


E. 42nd St., New York City. Covers the entire 
liquor and wine industries, Publishing date, tenth 
of each month. Type size 7x10. Rates, 12 pages 


within one year $100; 8 pages total, $116 per page; 
, $126 per page, and less than four pages 
Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA’S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bidg., Chicago. Served the liquor and wine 
trades for thirty- -five years prior to Prohibition and 
was the undisputed leader in its field. Mr. 

Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


431 8. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a  principal’s 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
and lumber concerns. Agency commission, 
when complete plates are furnished, otherwise 
with 2% for cash. We invite inquiries for 
and surveys. 


Milk 


MILK PLANT MONTHLY 
827 8S. La Salle St., Chicago. Covers 
industry. Read by milk plant owners, 
scientific and technical staff, managers, 
lished on the 5th. Forms close 15th 
Type page size, 7%x10. Subscription, 4 ‘or- 
eign and Canada, $2. Member A. . C. Agency 
commission, 15%, when Lills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


fluid milk 
executives, 
etc. Pub- 
preceding. 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


330 8. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members A. B. C. and 
A. B. P. Pulished monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 
Type page size 7x10. Advertising rates: 13 times, 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 


$10. Member A. B. C. Branch offices: New York, | rates: page, $175; half-page, $95; quarter-page, $65; 
Chicago. eighth-page, $40. Rates for covers, preferred posi- 
tions, inserts and color on epplication. New York 
ce, 250 Fifth Ave.; Cleveland, O., 522 Citizens 
Insurance Idg. 
Paint 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 
Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Toten, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and acci Total 
circulation, over 70,000, covering home offices and 


| — 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical © Mechanical Products 


Chicago, Ill. 


PRAOE MARA REG US BAY OFF. 


Seomo-portint 


CATALOGS—SUPPLEMEN TS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 

simile reproduction will help you make a substantial 

saving in time and money on many of your printing 

requirements—Eliminates engravings and composition. 
. 


Write or phone us for samples 
and information about Econo-print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 

Telephone Calumet 7200 


PEGE tie 


AMERICAN PAINT AND OIL DEALER 
8713 Washington Ave., St. Louis, Mo. Published 


monthly; issued 1st of publication month. Last 
forms close 15th of preceding month. Type page, 
7x10. Advertising rates: 1 page, 1 time, $188; 
12 times, $156. Two pages, 1 time. $376; 12 
times, $250. Two-thirds page, 1 time, $138; 12 
times, $112. One-half page, 1 time, $106: 12 
times, $94. One-third page, 1 time, $75; 12 
times, $63. Combination rate: 12 pages con- 


secutive in one year in combination with American 
Painter & Decorator, $300. Agency commission, 
15%, when bills are paid in full by the 10th of 
month following invoice. No cash discount. Rep- 
resentatives, 343 S. Dearborn St., Room 1319, Chi- 
cago, Wabash 1154; 51 Madison Ave., Room $102. 
New York City, phone Ashland 4-0686: 155 Mont- 
gomery St., San Francisco. 


AMERICAN PAINT JOURNAL 


8713 Washington Ave., St. Louis, Mo. Published 
weekly every Saturday. Forms close Tuesday pre- 
ceding date of issue. If proofs are desired, copy 
must be received 10 days preceding. 

4fx7%. Advertising rates: One page, 
$50; 13 times, $45; 26 times, $40; 52 times, $35. 
One-half page, 1 time, $25; 13 times, $22.50; 28 
times, $20; 52 times, $17.50. One-quarter page. 
1 time, $12.50; 13 times, $11.25; 26 times, $10; 
52 times, $8.75. Agency commission, 15%, when 
bills are paid in full by 10th of month following 
invoice. No cash discount. Representatives, 343 8. 
Dearborn St., Room 1319, Chicago, Wabash 1154; 
51 Madison Ave., Room 3102, New York City, phone 
Ashland 4-0686; 155 Montgomery St., San Francisco. 


AMERICAN PAINTER AND DECORATOR 


3713 Washington Ave., St. Louis, Mo. Published 
monthly; issued Ist of publication month. Last forms 
close i5th of preceding month. Type page, 7x10. 
Advertising rates: One page, 1 time, $220; 12 times, 
$188; 2 pages, 1 time, $440; 12 times, $300; two- 
; $138; half- 
times, $110; one-third 

8, $72. Combination 
: 12 pages consecutive in one year in combina- 
tion with American Paint Oil Dealer, $300. 
Agency commission 15%, when bills are paid in 
full by the 10th of month following invoice. No 
cash discount. Representatives, . Dearborn 
St., Room 1319, Chicago, Wabash 1154; 51 Madi- 
son Ave., Room 8102, New York City, phone Ash- 
fend 4-0686; 155 Montgomery St., San Francisco, 
al. 


Paper 


th gg he & SPECIALTY ware 
N. Wabash Ave., Chicago. 


Printing 


THE INLAND PRINTER 


205 W. Wacker Dr., Chicago. Established 1883. 
The practical national business and technical jour- 
nal for executives and employes of the printing 
and allied industries. Pre-eminently the most in- 
fluential magazine of its kind, containing depart- 
ments conducted by specialists. Published the Ist 
of each month; forms close 15th of month preceding 
date of issue; type page size, 6%x10. One-time 
Page rate, $170; 12-time page rate, $140; actuai 
sworn net paid circulation, 8.748; subscription 
price, $4. rough the Inland Printer the eaves: 


INDUSTRY 


tiser reaches the actual buyer. Member A. B 
and A P. 


Purchasing 


MACRAE'S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, public utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 


pact. Pages, $375; half, $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 

Refrigeration 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthly 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following flelds: Ice, 
storage, packing house and allied industries. 
the official organ of 41 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 7%xl0% inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est reeovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison 8t., Chicago, Ill. 


Seed 


SEED WORLD 


Consider the seed trade and associate lines, serv- 
ing more than forty-one million customers, farmers 
and suburbanites. Seed World reaches retail, whole- 
sale and mail order seed merchants, florists, nur- 
serymen, hardware, drug and other dealer trade 
catering to agricultural ard horticultural require- 
ments. Seed World reader survey shows this to 
be an annual hundred million dollar market. For 
illustration—fungicides and insecticides sales per 
year alone amount to $7,200,000. Publishing staff 
includes agricultural college graduates with U. 8. 
Department of Agriculture training, and men of 
practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 


sample copy, rate card, circulation wey and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 

Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telep!one 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commer:(a) 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reaier 
interest. Because advertising pages share extraord|- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 8. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry's news and articles on plant, trafic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Subscription, $3 per year. page, 7x10. Circu- 
lation, 5,815, divided: Bell companies, 868; Inide- 
pendent companies, 4,947. All regular advertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates, 
sample copy breakdown circulation statement 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ‘The recognized 
organ of the cotton and woolen industries of Amer- 
ica."’ Member A. B. C. Published weekly; issued 
Thursday. Last forms close Saturday noon preced- 
ing publication date. Type page, 7x10 inches, 
standard; one-time page rate, $150; 12-time page 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agents 
furnishing contracts and copy service; circulation 
a furnished on request; subscription price, 


Tractors 


FARM IMPLEMENT NEWS 
131 8. Dearborn S8t., Chicago. Established 1882. 
For the trade in farm operating equipment, includ- 
ing implements, hardware, tractors, 
ment, engines, lubricants and motor trucks. 
bi-weekly, Thursday. Closes 10 days preceding. 
Type page size, 7%4x10%. One-time rate, $120. 
Member A. B. C. The only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor manu- 


facturers. Has national jobber and distributor cir- 
culation. Dealer circulation covers best tractor ter- 
b-/! Also issues Tractor Field Book, annual, 
uly. 


Industrial 
expositions 


Jan. 27-Feb. 3. National Automo- 
bile Show at Chicago. Alfred Reeves, 
366 Madison Avenue, New York City. 


Feb. 5-9. Third International 
Heating and Ventilating Exposition 
at Grand Central Palace, New York. 
Charles F. Roth, manager, Grand 
Central Palace, New York. 


Feb. 12-16. Knitwear Industrial 
Exposition at Grand Central Palace, 
New York. M. Thayer, Grand Cen- 
tral Palace. 


Feb. 19-24. International Beer ana 
Wine Show at Grand Central Palace, 
New York. W. E. Ziegler, Grand Cen- 
tral Palace. 


March 7-14. Home Beautiful Expo- 
sition at Cincinnati, O. Ernst Gwin- 
ner, 1252 Elm St., Cincinnati. 


April 16-21. Oil Equipment & Engi- 
neering Exposition, Houston, Texas. 


May 12-19. Eighth International 
Petroleum Exposition at Tulsa, Okla. 
William B. Way, general manager. 


“News” Adds Tabloid 


The Jan. 28 issue of the Denver 
Rocky Mountain News contained a 
special 24-page tabloid section enti- 
tled “The Fine Art of Drinking.” 
The section carried 14,532 lines of 
advertising, as well as numerous arti- 
cles on the fine points of imbibing. 


“Rock Products” Has 
New Dating Method 


Beginning with its current Febru- 
ary issue, Rock Products, Chicago, 
is being circulated in advance of the 
month it represents, instead of at 
the end of the month. The next 
issue, going to press on February 25, 
will be dated March. 

Hitherto the paper was put into 
circulation on the 25th of each month, 
carrying a date line of that same 
month. 


Prune Growers Start 


Special Sales Drive 


United Prune Growers of Califor- 
nia will sponsor a sales drive during 
the next two months in more than 
25,000 retail stores as part of its in- 
dustry advertising campaign. 

Display material and dealer helps 
will be furnished the stores, and 
many of them will use extensive 
newspaper space. 


Phillips Promoted 


B. S. Phillips, former advertising 
manager of the Pennzoil Company, 
Oil City, Pa., who later became as- 
sistant manager of lubricating sales, 
has been promoted to manager of 
that department. 


New Howard Bond Folder 


Howard Paper Company, Urbana, 
O., has issued its first 1934 folder on 
Howard Bond, “After Your Men 
Start Out.” It discusses direct mail 
support for salesmen. 


Enoz Moves Office 


The Enoz Chemical Company, Chi 
cago, has moved to larger quarters 
at 2430-38 Indiana Ave. 


survey that will interest you. 


upon request. 


self-serviced fleets of ten or poke automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 
Whatever your product, if it’s used by the fleets, we probably have 4 


Recent ones inc 
jacks, lifts, etc.; welding and cutting; radiators. They may be 


pistons, piston rings; 
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FONSTRUCTION 
EQUIPMENT CODE 
FFFECTIVE SOON 


(Continued from Page 1) 


the trade from purchasing used ma- 
chinery or equipment or other prop- 
erty as a separate and independent 
transaction.” 

There is considerable disagreement 
in the trade as to how this clause 
will work. The trade-in has been 
dearly beloved by contractors and 
whether a clean-cut sale can be con- 
summated under the wording of the 
clause remains one of the big ques- 
tion marks of the code. 

Section 13 of the trade practice 
rules prohibits guarantees against 
advances and declines in _ prices, 
which has been a favorite device of 
many construction machinery sales- 
men. The buyer will have to use his 
own judgment as to when prices will 
climb, if this paragraph operates as 
expected. 


Rule on Guarantees 


Dealers’ enthusiasm has sometimes 
led them to make a guarantee more 
liberal than the manufacturer of the 
machinery would sanction. This 
practice is expressly forbidden in 
Section 8. 

Guarantees are again discussed in 
section 16, which forbids: 

“Selling a new machine or attach- 
ment subject to acceptance after 
‘rial; provided, however, that this 
shall not prevent making and com- 
pleting a sale subject to performance 
in compliance with specific guar- 
antee,” 

Quoting a lump sum on two or 
inore pieces of equipment which does 
not show unit prices is also pro- 
scribed. Neither are dealers per- 
mitted to make additions or deduc- 
tions on any other basis than the 
unit prices shown. 

Sections 1 and 9 attempt togive a 
successful seller a breathing spell 
after he has secured an order. In 
days gone by, it is said, many a 
salesman who thought the sale was 
“in the bag,” suddenly discovered 
that some enterprising competitor 
had spilled the beans. 

Section 1 forbids “inducing or at- 
tempting to induce a breach of con- 
tract to which a member of the trade 
is a party.” 

Section 9 prohibits: 


Cancellations Are Barred 


“Accepting orders for future deliv- 
‘ry subject to cancellation, except 
such orders as are clearly contingent 
upon conditions affecting the pur- 
chaser, which conditions shall be 
clearly stated in the order; provided, 
however, that after sixty days from 
(late of order no competitor shall be 
‘stopped under Section 1 of this 
‘rticle, from attempting to sell the 
purchaser machinery in lieu of that 
covered by such contingent order.” 

The code forbids selling below pub- 
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VENTILATING gets the attention 
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lished prices, except that damaged, 
obsolete, noncurrent and distress 
construction machinery may be sold 
at such prices as are necessary to 
move it. This may be done only ten 
days after the seller has filed with 
the code authority a list showing the 
quantity and condition of the ma- 
chinery. 

Advertising comes into the picture 
in Sections 10 and 11. The first for- 
bids misrepresentation of facts about 
a competitor or the goods he sells, 
while Section 11 contains the same 
proscription against misrepresenting 
the facts about one’s Own company 
or the goods it sells. 

Section 12 sets up another barrier 
against price-cutting, prohibiting: 


Freight Is Separate 


“Quoting delivered prices or in- 
voicing purchaser without adding to 
the f. o. b. factory price transporta- 
tion and other charges, and failing 
to state in quotation, where freight 
is to be prepaid, that such prepaid 
freight will be charged as a separate 
item and billed net cash.” 

Not more than 90 per cent of the 
net selling price shall be allowed as 
credit on returned goods when the 
distributor or manufacturer is not at 
fault, according to Section 14. Sec- 
tion 15 covers rental of machines, 
prohibiting: 

“Discriminating between purchas- 
ers by renting new machines or at- 
tachments at less than a reasonable 
rental price or by allowing any of 
the first two months’ rental or more 
than 80 per cent of rentals there- 
after paid or accrued to be applied 
as partial payment or reduction of 
the list or net selling price on like 
new equipment where the trans- 
action is later converted into a sale.” 

Section 17 provides that at least 
25 per cent cash shall be required on 
instalment sales before delivery of 
goods. The first instalment shall be 
payable in not more than 60 days 
from date of shipment and the last 
in not more than twelve months. 

“No understanding for renewal or 
extension of any instalment note 
shall be made prior to the sale of 
the goods to the purchaser,” the 
section added. 


R. E. Sturhahn 
New President 
At St. Louis 


St. Louis, Mo., Feb. 1.—R. E. Stur- 
hahn, advertising manager of the 
Monsanto Chemical Company, and a 
charter member of the St. Louis In- 
dustrial Marketing Council, was 
elected president of that organiza- 
tion at the annual meeting in Janu- 
ary. Mr. Stuhrhahn succeeds James 
R. Kearney, Jr., of the James R. 
Kearney Corporation. 

Mr. Sturhahn said the weekly 
meetings of the St. Louis Council 
will be continued as heretofore. He 
appointed the following committee 
chairmen: 

Program, John D. McEwen, Anfen- 
ger Advertising Agency; member- 
ship, H. von P. Thomas, Bussmann 
Manufacturing Company; publicity, 
R. K. Clark, Shell Petroleum Corpor- 
ation. 

Nelson Greene, Watlow Electric 
Company, was elected vice-president, 
while C. B. Dietrich, Wagner Electric 
Corporation, was re-elected secretary- 
treasurer. 

The board of governors is com- 
prised of Messrs. Kearney, Thomas 
and the following: 

Oakleigh R. French, Oakleigh R. 
French Advertising Agency; George 


C. Sears, McGraw-Hill Publishing 
Company; Arthur Koehler, Frank 
Adams Electric Company; C. D. 


Hanyan, Ad Service Engraving Com- 
pany; and Paul Ryan, Shell Petrol- 
eum Corporation. The officers are 
also members of the board. 


Research Director 


Wins Advancement 


William R. Moore, director of mar- 
ket research for Norton Company, 
Worcester, Mass., has been appointed 
sales manager of the grinding wheel 
division, succeeding H. K. Clark, 
named general sales manager for all 


departments. 


ST. LOUIS CHIEF 


R. E. Sturhahn 


Grace Predicts 
More Copy from 


Steel Industry 


New York, Feb. 1.—Advertising in 
the steel industry will be given great 
momentum by the new order of 
things, Eugene G. Grace, president 
of Bethlehem Steel Corporation, said 
in a signed article in the February 
issue of Scribner's Magazine. 

Writing under the title, “Industry 
and the Recovery Act,” Mr. Grace 
predicted a closer relationship be- 
tween buyers and sellers, new service 
by manufacturers, greater sales co- 
operation with distributors, and un- 
deviating quality of the goods as 
represented. 

On the subject of advertising, he 
commented: 

“Until recently the steel industry 
and industries of a similar type have 
been extremely moderate in the use 
of advertising as a means of sales- 
manship. 

“In the industries which sell to 
manufacturers, jobbers, and dealers 
the total number of purchasers is 
small and the urgency for advertis- 
ing has not been pressing. 


Barrier Is Removed 


“Under conditions when sales were 
influenced by all sorts of concessions, 
now prohibited under the codes, the 
influence of the advertising message 
was, in any event, much minimized. 

“We now face a very different 
condition. Selling will be on the 
basis of the points which I have men- 
tioned, emphasizing the inescapable 
fundamentals of service, quality, and 
integrity. 

“Advertising will help the sales 
force, by adding to the calls of the 
sales force a schedule of messages 
through the printed page. These 
messages will call on more people, 
more frequently than is possible for 
any sales force, no matter how large. 

“These advertising programs will 
cull out and catch the attention of 
prospective customers at the time 
when they are ready to buy, giving 
active leads to the sales force, and 
saving the waste motion of calling 
on inactive prospects.” 


“Oil Weekly” Issues 


Composite Catalog 


The 1934 edition of the Composite 
Catalog has been issued by Oil 
Weekly, Houston, Tex. The 1933 
edition has been combined with it. 
More than 200 manufacturers are 
represented in the new volume. 

It contains the latest A. P. I. 
standardization specifications. A con- 
siderable portion of the descriptive 
matter is on equipment either im- 
proved or announced for the first 
time. 


E. A. A. in Black 


Engineering Advertisers’ Associa- 
tion, Chicago, has not yet resorted to 
use of red ink, B. R. Graff, advertis- 
ing manager of Creamery Package 
Manufacturing Company, reported as 
treasurer at a recent meeting. 

A small cash balance is on hand, 
while there are no outstanding obli- 


gations. 


Producers Aid 


In Educating 
Contractors 


Electrical Field Pro- 
vides Market Study 


Chicago, Feb. 1.—How manufac- 
turers of electrical fittings first de- 
veloped new or improved old prod- 
ucts to keep them abreast of the most 
acvanced thought in their industry, 
then co-operated with one of the pub- 
lications in the field in educating con- 
tractors to application of the new 
lines represents one of the most in- 
teresting marketing episodes of re- 
cent months. 

The story dates back to the re- 
vision of the National Electrical Code 
of the National Board of Fire Under- 
writers for electric wiring and ap- 
paratus as recommended by the Na- 
tional Fire Protection Association. 
Article 32, dealing with hazardous lo- 
cations and the consequent need of 
explosion-proof fittings and apparatus 
was re-written last year. 

However, this was a mere gesture 
until contractors and others respons- 
ible for protecting danger spots were 
able to recognize them. And many 
contractors were frank in saying that 
as far as they were concerned, they 
could not qualify in this respect. 

Electrical Contracting, Chicago. 
therefore began publication of a 
series of articles on explosion-proof 
wiring in October, 1933. The series, 
to end in the near future, was 
written by C. W. Gustafson, chairman 
of the Article 32 Committee. Start- 
ing with the general plan and scope 
of Article 32, Mr. Gustafson later dis- 
cussed specific rules for each class of 
hazardous location. : 


Develop New Lines 

Engineering departments of lead- 
ing manufacturers had already de- 
veloped new explosion-proof fittings 
for hazardous locations and consider- 
able individual advertising had been 
done in papers of the electrical in- 
dustry and elsewhere. 


the cause of the new products in the 
series printed by Electrical Contract- 
ing, and a number of them became 
regular users of space during the life 
of the articles. Among those tieing 
in with the series were Square D 
Company, Milwaukee, motors; Crouse- 
Hinds, Syracuse, condulets; Killark 
Electric Manufacturing Company, 
Chicago, fittings; Ralco Manufactur- 
ing Company, Chicago, fittings; Ap- 
pleton Electric Company, Chicago, 
fittings; Benjamin Electric Manu- 
facturing Company, Des Plaines, IIl., 
fixtures, etc. 

In his articles, Mr. Gustafson 
pointed out that the advance of engi- 
neering genius, while making for 
better products of all kinds, or prod- 
ucts just as good at new low prices, 
have created new problems which 
in turn demand new methods of con- 
trol. 


Birdsboro Issues 


Memorandum Book 
Birdsboro ‘Steel Foundry & Ma- 
chine Co., Birdsboro, Pa., issued a 
1934 memorandum book to customers 
and prospects at the beginning of 
the year. 

Only a page or two was devoted to 
the company and its products, the 
major portion of the vest-pocket size 
volume being given to space for 
memoranda for each day of the year. 
This was one piece of advertising 
which is certain to be kept, Advertis- 
ing Manager Lewis D. Bradbury re- 
ported. 


Exhibit Managers 


Re-elect Eisenman 

W. H. Eisenman, secretary of the 
American Society for Metals, Cleve- 
land, was re-elected president of the 
Association of Exhibit Managers at 
the annual meeting. 

Mr. Eisenman, who has headed the 
organization since its formation five 
years ago, said it will show more ac- 
tivity in 1934 than ever before. 


Lion Sells Direct 


Lion Oil Refining Company has 
abolished the plan of selling through 
other organizations and will handle 
its own sales of asphalt in the fu- 
ture. Fred C. Campbell has taken 
charge of Chicago sales, succeeding 
American Mexican Petroleum Cor- 


They saw an opportunity to further 


poration. 


H. S. RICH & CO., Publishers 
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BREWER 


NATIONAL BREWERS MONTHLY 


NOW IN ITS 58th YEAR 


431 S$. Dearborn St., Chicago, til. 
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BREWERY PUBLICATION 
ADVERTISING 


JANUARY 1934 ISSUES 

No. of Advertisers 

Total Total Pages (Exclusive 

West B Pages Advertising of Classified) 

estern Brewer 

National Brewers Monthly eee 94% sea 
Second Paper........... 142 82 120 
. ¢,. Saaerers 118 591% 105 
os Se 104 52 135 
Pee CONE oe es es cicwess 88 39% 90 


other publications in this field. 


AND—this is the sixth consecutive month that WESTERN 
BREWER, NATIONAL BREWERS MONTHLY has led all 


We have attained this position of leadership without ballyhoo 
or high-pressure solicitation—because the pre-prohibition adver- 
tisers could not forget our outstanding prestige—and new ones 
and agency executives have been fast finding it out. 


Bros. of Cincinnati. 


Ask us about our new list of more than 600 Master Brewers — — 
get our proved circulation data—--and the facts regarding 
survey made by A. E. Beach, advertising manager of Littleford 
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CLASS & INDUSTRIAL MARKETING SECTION 


February 3, 1934 


Function 


of Type 


In Effective Copy 
Given Discussion 


(Continued from Page 1) 


chinery Company, New York, tries 
to use the type that fits the prod- 
uct and the layout. “I don’t care 
what others are doing,” he said, “as 
long as there is character, pleasant- 
ness and continuity in our own ad- 
vertising.” 

A. B. Harvey, of J. E. Rhoads & 
Sons, Philadelphia, also expressed 
the views of many advertising stud- 
ents when he expressed the belief 
that a type face is merely a vehicle 
and should not attract undue atten- 
tion. ; 

“The reader should not become con- 
scious of the type,” he said, “except 
possibly as a pleasing after thought.” 

Carleton B. Beckwith, New De- 
parture Manufacturing Company, 
Bristol, Conn., said that the illustra- 
tion and caption are the most im- 
portant elements in an advertisement 
and that type need only be easily 
legible. 

“Interesting copy must be easy to 
read,” commented Miss Frances M. 
Suarez, Philadelphia Quartz Com- 
pany, Philadelphia. 

Keith J. Evans, Joseph T. Ryerson 
& Sons, Chicago, believes type should 
he selected according to the company 
and product. He prefers a “differ- 
ent” type, if available. 


Like Suit of Clothes 


He likened type and layout to a 
good suit of clothes. “It helps a lot,” 
he said, “but after all, clothes do not 
make the man.” 

H. W. Stoetzel, Republic Flow 
Meters Company, Chicago, said that 
a well-selected type will add to an 
advertisement just as an appropriate 
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FAIL... 


If you have a product bakers 
can use in their production, 
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livering, you can do no bet- 
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frame or moulding will help a pic- 
ture. He believes legibility is a 
prime requisite. 

Several advertisers, including W. 
A. Cather, Babcock & Wilcox Com- 
pany, New York, and William D. 
Murphy, Sloan Valve Company, Chi- 
cago, explained that they use the 
same type in most advertisements in 
the same campaign in order to give 
them a family resemblance. Mr. 
Murphy expressed the opinion that 
good copy can be made repellent in 
appearance by ill-judged typography. 

Roger A. Poor, lamp advertising 
manager, Hygrade Sylvania Corpora- 
tion, Salem, Mass., attaches more im- 
portance to the skill of the com- 
positor and layout man than to type. 
He also believes that the type to be 
used depends largely on the kind of 
stock on which the publication or 
mailing piece is to be printed. 

“Nothing is more disconcerting 
than a delicate type on coated paper,” 
Mr. Poor said. “I don’t believe the 
average man knows anything about 
type faces or can tell the difference 
between a modern face and an old 
one, but he can tell whether an ad- 
vertisement is readable or not. 

“My idea can best be expressed by 
commenting on the use of Caslon Old 
Style, which is actually the source 
of most of our modern types, and the 
grand old standard by which every- 
thing is measured. Caslon Old Style 
is an extremely weak face on coated 
papers, but excellent on antique 
stock because it was made for that 
stock. Some time ago, I used quite 
a bit of Garamond, but as the print- 
ing was done on coated paper, chose 
Garamond bold, which gave a very 
‘readable page.” 

Mr. Poor also offered a little con- 
fession. 


Goes for Fads Too 


“In spite of all I have said,” he 
added, “don’t believe that I always 
follow my own advice, I'll use inap- 
| propriate types and follow new styles 
or go crazy over new faces as quickly 
as anybody else.” 

James M. Plummer, Leeds & 
Northrup Company, Philadelphia, 
said type is more important in text 
than in display. 

C. B. Dietrich, Wagner Electric 
Corporation, St. Louis, believes the 
printer does his best work when he 
is allowed to select the type. H. E. 
Van Petten, B. F. Goodrich Rubber 
Company, Akron, O., made the point 
that the average person reads most 
easily the sort of type he is accus- 
tomed to peruse in newspapers and 
magazines. 

J. R. Morse, Apex Electric Manu- 
facturing Company, Cleveland, seeks 
simplicity in type faces. H. von P. 
Thomas, Bussman Manufacturing 
Company, St. Louis, laid emphasis on 
good typesetting, expressing the be- 
lief that a poor type properly set is 
better than a good type poorly set. 

An expression trom the agency 
field came from H. H. Simmons, vice- 
president of Russell T. Gray, Ine., 
Chicago. Mr. Simmons said that his 
agency often sets a style for each 
publication for a particular campaign 
and sticks to that style for the life 
of the campaign. 

“We believe this is preferable to 
adopting one type tace for all of 
this or any client’s advertising,” he 
said. “There is a considerable dif- 
ference between the requirements in 
different publications, a difference in 
type of advertisements used, and 
therefore a difference in the type 
face which is most suitable. 

“The first consideration in the 
reading of an advertisement is 
whether it looks inviting. Therefore, 
typography is important. However, 
the most perfect typography will 
never make up for copy without a 
message.” 

Chicago Bridge & Iron Works also 
tries to adapt its advertising to 


special facilities of each publication 
used, according to Milo E. Smith, 
advertising manager. 

“In one publication,” said Mr. Smith, 
“we use Bodoni regular, in another 
Bookman and in several others Cas- 
lon Bold heads with Antique body 
face. 

“In each case, we have selected the 
most representative type the maga- 
zine has available. By doing this we 
get the advantage of a wide range 
of sizes and are able to get better 
looking advertisements than if we 
permitted the publications to use 
their own judgment in setting the 
type each time, or if we specified 
faces which the publication might 
not have. 

“The principal benefit is that we 
secure continuity by using a more or 
less uniform style of type face.” 

Mr. Smith believes good typeset- 
ting gives from 5 to 10 per cent more 
readability than mediocre work. It 
is, of course, possible to set up an 
advertisement so poorly that it is 
almost impossible to read, he pointed 
out. 


Name Amkniga 
To Represent 
Soviet Papers 


New York, Feb. 1.—Inreklama, the 
foreign advertising bureau of the 
Union of Soviet Socialist Republics, 
has appointed Amkniga Corporation 
as exclusive representatives in this 
country for all publications published 
in the Soviet Union. Amkniga Cor- 
poration has established offices at 258 
Fifth Avenue, New York. 

The titles of Russian business pa- 
pers represented by Amkniga have a 
familiar ring to industrial advertis- 
ers of the United States. There is 
Engineering News, a monthly; Ma- 
chine Tools and Instruments, which 
prints ten issues a year; Steel, a 
monthly; Construction Industry, also 
a monthly; Mining Journal, ten is- 
sues yearly; Coal and Iron, a month- 
ly; and so on down the list. 

Because of the emphasis placed on 
the industrialization of the U. S. S. 
R., technical and industrial periodi- 


cals are in the majority in that 
country. 

However, according to Amkniga 
Corporation, there is no artificial 


method of promoting the sale of any 
publication. 

“If through lack of useful service 
or ineptness of compilation, a maga: 
zine or newspaper begins to slide,” 
said that organization, “it is prompt- 
ly discontinued. No new publication 
is started unless definite evidence of 
a distinct need is shown.” 


Offer Aid in Copy 


One of the chief duties of the 
Amkniga Corporation is to guide the 
industrial copywriter shooting at the 
Russian market. Amkniga Corpora- 
tion is not a sales organization in 
the commonly accepted sense of the 
word. It is not, strange to relate, as 
much interested in the size of the 
advertising appropriation of the man- 
ufacturer seeking to cultivate Russia 
as in the value of his advertising in 
helping Soviet technicians do a bet- 
ter job. 

Amkniga gives this brief picture of 
the origin of orders: 

“Though in all events the final 
physical transactions are consum- 
mated through properly accredited 
trade representatives in foreign coun- 
tries, the point of initiation of all 
Soviet inquiries and orders is in the 
Soviet Union. 

“Local engineers, factory managers 
and technical personnel in general 
are extremely important in the de- 
termination of the type of equipment 
and services needed for théir enter- 
prises. A thorough familiarity by the 
Soviet personnel with up-to-date for- 
eign equipment is a vital influence 
in the buying procedure of the Soviet 
market.” 


Stout on Long Trip 


Heber G. Stout, export manager of 
the Chain Belt Company, Milwaukee, 
will leave early in February for an 
eight-month business survey of the 
Pacific Coast and Philippine and 
Hawaiian Islands. 


Codes Impose Death m1 
Sentence on Ancient 
Machines, Says Muir 


New York, Feb. 1.—‘‘Improve your 
plants—or go out of business.” 

That is the choice facing manu- 
facturers of the country under NRA, 
according to Malcolm Muir, presi- 
dent of McGraw-Hill Publishing Com- 
pany, who is back at his desk after 
his long service as deputy admin- 
istrator of NRA. 

“Old methods of doing business 
have been thrown into the scrap 
heap,” commented Mr. Muir. 
“Through the process of codification, 
industry is faced with a complete 
revolution in methods of doing busi- 
ness. Efficient production manage- 
ment takes on new significance. Old 
marketing and sales programs are as 
dead as the dodo. I know of no in- 
strument as valuable to business 
under these conditions as industrial 
and trade journals, particularly those 
which will live up to their responsi- 
bility and oportunity.” 

Mr. Muir pointed out that under 
the codes, buying of capital goods 
will be stimulated almost automatic- 
ally. 

Significant Difference 


“In general, these codes prohibit 
selling below cost,” he said. “That 
means any manufacturer’s own cost. 
There is nothing in any code to pre- 
vent him from selling under his com- 
petitor’s cost. In view of this situa- 


competition will tend to force manu- 
facturers to reduce their operating 
costs through modernization and in- 
creased efficiency of operation. 
“The plant that does reduce its 
costs through modernization obtains 
an immediate economic 
which it can use in many ways. It 
might even sell at the same price as 
its competitors and use the extra 
profit for improved quality, more 
salesmen, more advertising, for re- 
design of products, or for dividends. 
“On the other hand it is my opinion 
that if the high-cost plant, which 
also has agreed not to sell below its 
cost, refuses to see the advantage of 
installing up-to-date machinery, and 
if it is determined to retain high 
costs by tolerating obsolescense, it 
is making what is virtually a decision 
to commit commercial suicide.” 


Rosenberg, Frank, 
A. B. P. Appointees 


Fritz Frank, of The Iron Age, New 
York, has been elected chairman of 
the advisory committee of Associated 
Business Papers, Inc., succeeding the 
late A. C. Pearson. This committee 
is made up of ex-presidents of the 
A. &. FP. 

H. H. Rosenberg, Industrial Publi- 
cations, Inc., Chicago, has been made 
chairman of an A. B. P. committee 
to consider methods of dealing with 
problems presented by association- 
operated papers and house organs 
that carry advertising. 


Three Advertisers 
Expand Activities 


Three clients of George T. Met- 
calf, advertising counsel of Provi- 
dence, R. I., have increased their ad- 
vertising appropriations for 1934. 

Franklin Process Company, Provi- 
dence and H. & B. American Machine 
Company, Pawtucket, have added 75 
per cent to their 1933 budgets, while 
a 50 per cent increase is reported by 
Franklin Rayon Corporation, Provi- 
dence. 


Warwick to Metcalf 
Warwick Chemical Company, West 
Warwick, R. I., has placed its ad- 


vertising account with George T. 
Metcalf, Providence. 
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Restoring 
an old name 


The Company once had every- 
thing—a century-old reputation 
for quality machinery and 
square dealing, AAAA rating— 
and pretty nearly all the impor- 
tant business in their line. 


Then competition developed. 
First outsiders made repair 
parts for the thousands of the 
Company’s old machines in use. 
Then the competition expanded 
into developing entire machines 
of almost the same type. The 
newcomers hustled and got 
business. Scarcely felt during 
the boom years, it actually hurt 
as depression conditions started 
tightening up the industry. The 
older pioneer went down—but 
not for the count. He rallied— 
drew on outside sources of spe- 
cialized knowledge—in design, 
management, sales, advertising. 


Old contacts revived. New cou- 
tacts developed. Competition 
lagged, business improved even 
during the past two years. Re- 
pair parts business was built up. 
This game old Company is now 
on top again—and we who have 
been privileged to help, welcome 
opportunities to tell the whole 
story to manufacturers who do 
not compete with any of our 
present clients. Perhaps youre 
in that group. 


0. 8. TYSON 

AND COMPANY, Ine. 

CLASS & INDUSTRIAL 
ADVERTISING 


\~ | 


Member A. A. A. A. 


TYSON-RUMRILL ASSOCIATED 
41 Chestnut St., Rochester, N. _“ 


230 Park 
Avenue 
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